PRINTERS’ INK. 


4A JOURNAL FOR ADVERTISERS. 
Gro. P. RowEtt & Co., Publishers, 10 New Yor«. 











Vout. XLI. NEW YORK, NovemMBeER 12, 1902. 


‘= 
din 


At Strong Indorsement from am Ad- 
vertiser who hs used 


“The Philadelphia Record”’ 


for Twenty-five Years. 














WALKER'S PIANO PARLORS, 
838 N. SIXTH STREET, 
PHILADELPHIA, PA. 
October 22, 1902. 
THE RECORD PUBLISHING CO., 
~<a Philadelphia, Pa. 

Gentlemen> It ig, with pleasure I acknowledge the benefit I 
have derived from fife use of “The Record” as an advertising me- 
dium for the past twenty-five years. It must be read by the best 
people everywhere,.as I have soid pianos all over Pennsylvania, New. 
Jersey and Delaware, and as far west as Portland, Oregon. 

We have advertised in all leading newspapers, but have had 
better its and reaped greater benefit ‘* The Phila- 
delphia Record”’’ than from all the other papers combined. 

It is but just and proper to let the grand army of “Record” 
readers know the truth. 

Wishing you the continued success you so richly deserve, 

Yours very truly, GEO. L, WALKER. 





Advertisers in “ The Philadelphia Record ” always get 
good results. Rate for display advertising, 25 cents a 
line, gross, subject to discounts. 

Nearly all classified advertising 


One Cent a Word when Prepaid. 


Send for New Rate Card and Sample Copy. 


New York Office: Advertising Manager, Chicago Office: 
611 Temple Court. Philadelphia. 1002 Tribune Building. 
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Printers’ Ink = 
Special Issues 


For the purpose of obtaining new sub- 
scribers to Printers’ Inx, The Little 
Schoolmaster in the Art of Advertising, 
the following special issues will appear, 








PDovember 26th, 1902 


to 29,775 real estate dealers in the United 
States and Canada, making a total issue 


for that date of over 44,000 copies. 
PRESS DAY, NOVEMBER 109, 1902. 


December 10th, 1902 


the so-called transportation number to 3.347 railroad and steamship compan.es, 
their presidents, generai passenger and freight agents, making a total issue for that 
date of over 18,000 copies. 


PRESS DAY. DECEMBER 3, 1902. 











Whoever has a proposition likely to interest these people can bring it to their 
attention by using the oe pages of these Sample Copy Editions of Printers’ 
Ink to better advantage probably than through any other channel. 








ADVERTISING RATES: 
$100 per page: 34 page. $50: %{ page. $25 ; smal! display. 50 cents per line. 
referred position. twenty-five per cent extra, if granted. 
Classified advertisements without display, 25 centsa line. $1—4 lines, 28 words— 
may be worked into an effective ad among the classified columns. 


Address ‘ ? 10 Spruce Street 
orders to Printers Thnk Hew York City 
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A JOURNAL FOR ADVERTISERS. 
ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., PoSt-OF¥Ick, JUNE 29, 18 3. 


VoL. XLI. 


THE HOME OF BANK AD- 
VERTISING. 


To the stranger - who walks the 
futile little streets of her business 
district, Pittsburg looks like the 
original birthplace of financial in- 
stitutions in general. On every 
hand rise fine buildings that house 
banks and trust companies. And, 
while the City of Vulcan does not 
profess to be the birthplace of 
banks in general, she does claim 
honors as the birthplace and home 
of bank advertising, and with rea- 
son. It is roughly computed that 
$500,000 are spent yearly in the 
city for publicity of this kind, 
while many of the leading banks 
have made regular advertising ap- 
propriations for the past five years. 
By far the greater number of banks 

—and especially the savings banks 
—now advertise in some modern 
fashion, while several of the fore- 
most are rapidly acquiring a na- 
tional reputation through exploita- 
tion of the system of banking by 
mail, which originated with the 
Pittsburg Bank for Savings. Pitts- 
burg is essentially a banking cen- 
ter. It is not only amazingly 
wealthy, but its wealth is active. 
The dollars that the stranger re- 
ceives in change have the sweat 
ot toil upon them, and unless held 
tightly will get away and rejoin 
the billions engaged in developing 
coal and oil properties and supply- 
ing the insatiable old world with 
steel, iron and glass. Pittsburg is a 
city of magnificent wages, with 
steel rollers who go to their work 
in carriages, and any number of 
men who earn $10 to $40 a dey 
at hard, grimy labor. Her money 
works hard because her people 
work hard, and the banks turn 
their capital very quickly. Pitts- 
burg is said to be the only city 
save Cleveland that is able to pay 
four per cent on savings deposits. 

Mr. William S. Power, the Pitts- 


NEW YORK, NovEMBER 12, 1902. 


No. 7. 


burg advertising specialist, is the 
father of the Iron City’s bank pub- 
licity—or, at least, he adopted and 
nursed it when it was a very weak- 

y child. He handles the advertis- 
ie for a dozen local banks and 
trust companies, as well as that of 


Individual Responsibility $1,000,000.00. 


opens a savings account 
at this bank, and that 
dollar and every dollar 
you deposit afterward 
will earn 

4 per cent. interest— 

A capital and surplus of 
$125,000.00 guarantee 


the safety of your money. 


The Little Home Bank 
will help you save—We 
loan them free— 


The Scottdale Bank 


Scottdale, Pa. 


twenty-five institutions in ‘outlying 
towns. Seven or eight years ago 
he began to develop bank advertis- 
ing, and found it slow work at the 
outset. The word “dignity” rose 
at him everywhere. Finally he 
interested a few officials, who gave 
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his plans a trial, since when the 
growth has been sure and constant. 
To-day fully half of Pittsburg’s 
banks are advertising along lines 
that are distinctively modern, while 
there is hardly any that does not 
use publicity in some form. 
“All advertising is based, of 
course, upon having something de- 
sirable to sell and telling people 
about it,” said Mr. Power to the 
representative of Printers’ INK. 
“Banks have a definite, desirable 
something to offer the public, and 
there is a great deal to be told 
about that something. Therefore, 
they can be benefited by advertis- 
ing. With the exception of busi- 
ness men the public generally does 
not understand the services and ad- 
vantages that a bank has to offer. 
There are excellent opportunities 
for writing live matter that is al- 
most news to the average reader. 
Why, part of the success of the 
Pittsburg bank publicity is based 
upon the public’s ignorance of fi- 
nancial operations. In Washing- 
ton, Westmoreland, Fayette and 
Green Counties, Pennsylvania, 
there are local banks carrying mil- 
lions of dollars of deposits upon 
which they pay no interest. The 
people in these counties have lately 
sold coal and oil lands, coming in 
for millions that they do not know 
how to handle, much less invest. 


at in the middle of the night. This 
money is sent to Pittsburg by lo- 
cal bankers, and they draw good 





You'll probably not need a, 
Safe Deposit box 
after the burglary. 
Better rent one to-day. 

THRE CITY DEP IT BANK, 

enn and C-mter Avenue , E. E. 
The long hunt for the Will would 
have been avoided it it had been 
kept in a Safe Deposit box. 
$5 a year. 


Reatard DEPOSIT BANK. 
im and Center Avenues. x EK. 








You've paid the bill—of course 
you have, but you lost the receipt. 
Why don’t you pay bills by check? 
The check is always a receipt. 
Spscial D:partment for Women's Accounts. 
TUE CITY DEPO IT FANK 


Penn ind Cen cr Avenies ED 


interest from it. The Pittsburg 
banks are educating these people, 
however, teaching them how to 
deposit at four per cent and make 
heavier investments. In _ other 
communities farmers have money 
in weak local banks at a low rate 
of interest, or stored away in tea- 
pots and stockings. There are peo- 
ple in small towns do not deposit 
in local banks because they do not 





Highest Interest on Savings consistent with safety. 


="Our Foreign Department. 


has every facility for sending money abroad 
safely and quickly, at a trifling expense. 
Weissue Letters of Credit and Travelers’ 
: Checks available in all parts of the world. 
> We also issue ch afts and make collections 
_ on Great Britain and Ireland and all parts of Continental Europe. 
We invite you to avail yourself of extended foreign connections. 


The First National Bank 


Mein St., Connellsville, Pa. 


Total Assets, $1,250,000, 








They are cautious, like most peo- 
ple who have suddenly grown rich. 
They want their money near home, 
in a bank they can go and look 


want their neighbors to know what 
they have in the way of worldly 
goods. These classes are excellent 
material for the advertising bank. 
Continued on page 6.) 
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THE SUN 


Daily, Sunday and 
Evening 


Standard 


Medium 


: for 
Financial 
Advertising 


THE EVENING SUN’S complete quotations . 
of the New York Stock Exchange have 
been accepted as official by the courts. 


New York, Nov. 12, 1902 




















6 PRINTERS’ INK. 


They are made up largely of peo- 
ple who habitually read ads and 
believe what they see printed in 
them. They are particularly sus- 
ceptible to the system of banking 
by mail, which originated with the 
Pittsburg Bank for Savings and is 
now advertised by the Union Sav- 
ings Bank, the City Deposit Bank, 
the People’s Savings Bank, the 
Pennsylvania Trust Company, the 
Germania Savings Bank and sev- 
eral others. This general adver- 
tising is just beginning to ‘find it- 
self,’ as it were. Thus far it has 
appeared in farm papers and in 
Success, Saturday Evening Post, 
Ladies’ Home Journal, Delineator 
and Collier’s. The Union Savings 
Bank, which is a new institution, 


Capital and Surplas, $125,000.00, 


Your Children 


Should be taught tosave— 
A bank book is an object 
lesson in economy that 
you can secure for them 
for $1— 
Start them on the right 
toad while they’re young 
and they'll follow it of 
their own accord when 
older— 
We pay 4 per cent. in- 
tereston savings accounts.. 
Our Little Home Banks 


help children to save— 
We loan them free— 


The Scottdale Bank 


Scottdale, Pa. 





organized in July, uses Success. 
One day last week it received an 
inquiry from a business man in the 
State of Washington, another from 







an Arizona cowboy, a third from a 
man in Alabama, a fourth from a 
sailor with the fleet off Newport, 
besides many from nearer home. 


40) PANS) BD 
INVESTMENT 


This Company offers 
an immediate and 
profitable investment 
for idle money, at 4 
per cent. interest, 
compounded twice 

a year. Its capital 
and surplus of 
$800,000.00 assure 
the safety of your 
funds. 


Write for the Booklet. 
“Banking by Mail.” 


Pennsylvania Trust Co. 
OP PITTSBURGH 
410 Smithfield Street 
Pittsburg, Pa. 


Thus the whole country was heard 
from in a single day’s mail. The 
board of directors of this bank is 
one of the strongest in the United 
States, for it is headed by Mr, H. 
C. Frick and its sixteen members 4 
are worth fully half a billion dol 
lars. Such an institution is in po 
sition to inspire confidence in mail 
advertising. This method of battk- 
ing is conducted like any 

mail order business. To all 
quiries the banks first send a 

let explaining the system, with a 
card for the depositor’s signature 
and other necessary data. Upon 
receipt of this card with a_ dollar 
or more a book is sent. Money 
is mailed in express or postal 
orders, or checks upon the depost- | 
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With the exception 
of THE KANSAS 
CITY STAR, 


THE TIMES 


has by far the largest circula- 


tion of any paper published 
in Kansas City. 





The paid circulation of the Times 
for the first two weeks in October 
was: 


October 1, - - 64,169 October 9, - - 66,399 
October 2, - 65,532 October 10, - - 66,617 
October 3, - - 65,610 October IJ, - - 66,869 
October 4, - - 65,571 October 12, - Sunday 
October 5, - - Sunday October 13, - - 67,053 
October 6, - - 66,029 October 14, - - 67,010 
October 7, - - 66,100 October 15, - - 67,064 
October 8, - - 66,959 
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tor’s local bank, and when with- 
drawals are made the cashier sends 
New York drafts. Notice is re- 
quired before sums of more than 
$10 can be withdrawn. When the 
booklet fails to bring returns the 


the next five years there will doubt- 
less be marked developments in 
this field. 

“The chief thing in bank adver- 
tising of every kind is to tell what 
the bank can do for the public. 


Ii 


Capital and Surp!us $800,000.00. 
Let us do the worrying— 
We’re thoroughly equipped to serve 
you in any capacity of trust. 


We look after property as agent or trustee. 

Act as Administrator, Executor, Guardian and Receiver. 
2 per cent. interest on Checking accounts, 
4 per cent. interest on Savings accounts. 


The Pennsylvania Trust Company 


banks send folders and personal 
letters. The mails are safe, and so 
far there has been not the slightest 
loss or drawback. The system de- 
pends largely upon our four per 
cent interest rate, which is made 
a leading argument in advertising, 
but a bank at Connelsville has built 
up a fine business at three per cent. 
Cleveland is now beginning to ad- 
vertise for mail deposits, as they 
pay four per cent up there. I am 
not sure how the system would 


of Pittsburgh 


410 Smithfield Street 


It 


There is the ‘thrift’ argument first 
of all, and the ‘security’ theme. 
But there are many others. We 
have developed some new ones, I 
think. and others will be unfolded 
steadily as bright adwriters take 
up bank advertising, for there is 
as much depth and possibility as in 
anv other business. The City De- 
posit Bank, for instance, has made 
a direct appeal to women. This 
bank is situated in the residence 
district of East Pittsburg among 





Borrowers accorded every accommodation withid 
the limits of sound banking: 


INVESTMENT 
SECURITIES 


A bank has facilities for. determining 


the value of marketable securities that 
are not always at the disposal of indi- 
viduals. Our patrons have the benefit 
of our advice and assistance in making 
investments, given without prejudice; our only object being 
to oblige our clients. 
We pay Interest on Savings Accounts and Time Deposits. 


The First National Bank 


Main St., Connelisvilie, Pa. 








succeed at three per cent. It might people of means, and its advertis- 


be a somewhat hard proposition. 
The system is attracting attention 
from bankers, and I have received 
inquiries regarding it from banks 
as far away as Wisconsin. Within 


ing has been done to convince 
women that a bank account is a 
safe and convenient factor in the 
management of a household. We 
explain the advantages of paying 
(Continued on page 10.) 
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San Paancesce, ot. 10, 1902, 


To the Manager 
San Prancisco CALL. 


Dear Sir:- 
The largest furniture and carpet house 
in the West extends its compliments to the bes 
San Francisco for od ousehold 


medium in 
furnishings, - the CALL. 

Our advertising account with your paper for 
September 1902 exceeded by fifty per cent any month's 


advertising since the inception of our campaign of 
publicity. 

We patronized your columns to this extent be- 
cause the results martes the expenditure. 

We attribute a great measure of our increasing 
business to CALL ads announcing the fact that 
Pattosien sells the best goods at lower prices than 
any furniture house in the West. 

Accept our congratulations with the assurance 
that in the future, as in the past, our patronage of 
the CALL will inorease with the public's constan ly 
growing appreciation of our bargains. 

Yours truly, 





IG 


bills with checks, each check being 
a receipt, and also advertise safe 
deposit vaults. The location of 
this bank is a large factor in its 
advertising. It is convenient for 
women. Then, there is the letter 
of credit and the foreign exchange 
department. They can be advertis- 
ed in spring, when people are 
planning trips abroad. There are 
the loan department, the collection 
department, for inv esting in secur- 
ities, the children’s bank account 
and ‘other lines of argument. There 
is plenty of material for live, 
humanly interesting copy. Litera- 
ture plays a large part in bank ad- 
vertising, and I find it advisable 
to have a clear, business-like little 


Pennsylvania 
Trust Co. 


is one of the strongest 
financial institutions in the 
State— : 
> mn a ry and surplus 


ti : an ‘absolutely safe place 
for your savings. 

Every dollar you deposit 
will earn 4 per cent. interest. 
Write for the Booklet 
* Banking by Mail."’ 
Pennsy!vania Trust Co 

_ Of Pittsburgh 
410 Smithfield Street 
Pittsburg, Pa. 


booklet or folder for each separate 
department of the bank, rather 
than one that groups its various 
services. The matter is more com- 
pact, can be treated at greater 
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length if desired, as well as made 
more interesting and direct, and 
can be sent to the person who 
wants information upon a definite 
point. General booklets have their 


that if youcontinue to 
spend all you make 
you'll be poor all 
your life? 

Every man and 
woman should have 
a savings account. 
This Company pays 
4 per cent. interest 
on savings. 
a and tantra 
. $800,000. 


Write for the Booklet 
“* Banking By Mail.” 
Pennsylvania Trust Co. 
OF PITTSBURGH 
410 Smithfield Street 
Pittsburg, Pa. 


place, but the booklet, like the ad, 
ought to deal with one topic. Here 
is a series for the Union Trust 
Company of Pittsburg, each book- 
let of which tells about some de- 
partment of trust company business 
—the making of wills, the registry 
of capital stock, the handling of 
estates and so forth. The public 
at large is wholly in ignorance con- 
cerning the nature and functions of 
a trust company, and the trust com- 
pany that advertises first will come 
in for the business in its com- 
munity. 

“I believe in pictures for bank 
advertising, both in ads and litera- 
ture. Little cuts to illustrate catch 

(Continued on page 12-) 
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“The Best.” ” 


Corsets, Hosiery. 
Gloves, Ladies’ Underwear 
Notions. et 





Phelan Building, 816 Marke: ana 1) O'Farrell Stree: 


Son Te civiien Aprza 10, 2902. SII 


Mr. W. J. Martin, 
Business Manager S.F. CALL. 
Dear Sir:- 
( In resvonse to your note of 
inquiry regarding the CALL- I have 
had no occasion to change my opinion 
since my letter last year, when I gave 
the CALL as strong an endorsement as 
possible to give- namely, that to my 
mind it is the best advertising medium 
in San Francisco for my line oF 
business. I attribute mich of my large 
ly increased patronage to the CALL'S 
big circulation in the homes. 
¢ You are at liberty to refer to me 
at all times, but the best reference 
you can give is to send inquirers over 
to 816 Market on special sale Jays ad- 
vertised in your columns, 
Yours truly, 


Jk Paty 


New York Office: Chicago Office: 
30 TRIBUNE BUILDING, MARQUETTE BUILDING, 


STEPHEN B. SMITH, ° Cc. GEO. KROGNESS, 
Special Representative. Special Representative. 











JOHN D. SPRECKELS, Publisher and Proprietor, 


SAN FRANCISCO, CAL. 
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‘lines are attractive. There is noth- in general mediums, but- the first 
ing that will replace them as eye- month’s ad in the World’s Work 
catchers, and they can be made as brought us more traceable business 


dignified as you please. E 
touch of humor is permissible. 


Even a than the whole trade press jhad 
I brought in a year. 


The critics/rea- 








Borrowers accorded every accommodation 


In Judging a Bank 


Always remember that it is Capital and 
Surplus that give security to the de- 
positor. 
fund standing between the depositor and 
any possible shrinkage in the securities 
held by the bank. 

The Capital and Surplus of this bank 
amounts to $210,000, a margin of safety that assures absolute 
security to those who entrust their money to us. 


We pay interest on all Savings 
with little Auxiliary Banks to place in the home, 


THE FIRST NATIONAL BANK 
Main St., Connellsville, Pa. 


consistent with safety. 


Capital and Surplus form a 


Accounts and furnish you 








use a comic bull-dog throughout 
the newspaper advertising of the 
bank at Scottdale, Pa., and it at- 
tracts attention. As a rule, it is 
best to print live bank advertising 
in any part of the paper except 
the financial page. Nobody but 
bankers read the financial pages, 
anyway, while if your ad is on the 
news or editorial pages it is seen 
by everybody who takes up the pa- 
per. The principle is the same that 
I have used in advertising Carbor- 
undum, the new abrasive made at 
Niagara Falls. We had it in the 


so..ed that we wanted to reach the 
manufacturer, and that to do so 
we ought to use trade jour- 
nals exclusively. Well, the manu- 
facturer reads the magazine, like 
eve-yone else, and you can talk to 
him there just as well as in the 
trade paper. In fact, I don’t know 
but you stand a better chance of 
interesting him. The trade paper 
reaches him at his desk while he is 
busy, while the magazine reaches 
him when he is at his leisure. The 
same rule holds good in bank ad- 
vertising. Get onto the news 


Capital and Surplus $800,000.00. 

Pay your bills by check— 
It’s less trouble and saves time. 
Acanceled check 's the best 


receipt. 


Checking accounts earn 2percent. interest. Saving 
accounts 4 per cent. 


The Pennsylvania Trust Company 





trade journals first, and still use 
them, but after a time we tried 
page ads in the World’s Work and 


McClure’s. The critics took us to 


task for running special advertising 





of Pittsburgh 
410 Smithfield Street 





pages. You can never tell, either, 
who will be the most profitable 
customers of a bank. A bank ap- 
peals to practically everybody in 
the population, and you can’t af- 
(Continued on page 14.) 
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LOOK ON 


pages 9 and I1 this 
issue of Printers’ Ink. 


Two Letters 


One was written in April, 1902 
One was written in October, 1902 


The Season Does Not Change 
the Quality. 


Do you think the Catt could carry 
the volume of advertising that it does 
if it failed to bring results? If you 
are not one of its patrons, 


WHY NOT? 


Possibly you got the wrong side of the 
story. Send for one of our own 
representatives. Ask for rates. 


STEPHEN B. SMITH, Adv. Representative, 
3O Tribune Bldg.. New York. 


C. GEO. KROGNESS, Adv. Representative, 
Marquette Bldg., Chicago. 


JOHN D. SPRECKELS, 


‘Publisher and Proprietor, 
SAN FRANCISCO, CAL. 
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ford to overlook any class as ‘im- 
possible.’ There’s the Braddock 
National Bank, at Braddock, Pa., 
for instance. Braddock is a town 
where the population is made up 
largely of Slavs, Huns, Poles and 


| issimply a matter of dropping 
@ letter in the postoffice. 
Write for the booklet telling 
how it is done. 
4 per cent. interest on 
savings. 
A capital and surplus of 
$800,000.00 assure the 
safety of your money. 


Pennsylvania TrustCo 
Of Pittsburgh 


410 Smithfield Street 
Pittsburg, Pa. 


IRECEWWNO TELLER 
pay 
! 
=— 


4 PEA CENT. 
INTEREST, 


other foreigners. Half a dozen 
languages are spoken there. The 
average banker might consider 
these people not worth going after, 
more especially upon their arrival 
from Europe. Some years ago, 
however, a big trainload of these 
emigrants was brought to the town 
direct from the ship. The Brad- 
dock bank knew they were coming, 
and had booklets prepared in their 
several tongues, explaining the 
bank's facilities for taking care of 
savings, changing foreign money, 
sending remittances to Europe and 
so on. These were distributed at 


the train when the emigrants ar- 
rived, and the next day the bank 





_ well 
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was crowded with the newcomers. 
They not only changed money for 
American currency, but deposited 
substantial sums, for it is a mistake 
to think that these people come 
here penniless. Furthermore, they 
are thrifty, and their business is 
worth having. The bank 
made friends of them at the start, 
and has had their confidence ever 
since. It has a young man who 
talks all their languages, and does 
a large foreign money order busi- 
ness. It is now the eleventh na- 
tional bank in Pennsylvania on the 
Financier’s roll of honor, and the 
fourth in Allegheny County. This 
roll of honor is made up according 


CAPITAL AND SURPLUS $125,000.00 


Four PerCent 


Interest 


Every dollar you deposit 
in our savings department 
will earn 4 per cent. 
interest, compounded 
twice a year, without any 
effort or worry on your 
part— 

The Little Home Bank 

is just the thing to help 


ou save— We loan them 
Call and get one— 


The Scottdale Bank 
Scottdale, Pa. 





to the proportion of surplus to 
capital, which is the index of 
strength, Foreigners favor a na- 
tional bank because they have an 
idea that it is a government insti- 
tution. The Braddock bank adver- 
(Continued on page 16.) 
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tises largely through booklets and 
folders, being in a community that 
has no foreign language papers 
that will reach its patrons. This 
literature is distributed from house 
to house. It is not thrown at the 
door, but the distributors knock 


PRINTERS’ INK. 


prominent in the banking by mail 
svstem as the Pittsburg Bank for 
Savings. Its advertising is now 
appearing in Ladies’ Home Jour- 
nal, Saturday Evening Post, Col- 
lier’s and Delineator. Many of its 
depositors are secured from the 


Capital and Surplus $800,000.00 


Uncle Sam isa trusty 
messenger— : 
Do your banking by mail if 
you can’t call, 

-We pay 4 per cent. on Sivings' and 2 rer 


cent, on Checking Accounts. 


Write for 


free book:et on Banking by Mail. 


The Pennsylvania Trust Co. 
of Pittsburgh 
410 Smithfletd Street 


and hand it to the person who an- 
swers. There is a decided differ- 
ence in results between these two 
methods. 

“One rather peculiar feature of 
Pittsburg bank advertising is the 
comparative failure of the little me- 
tal home banks for savings. I 
know that these have been very 
successful in building up business 
elsewhere, especially in Chicago. 
The Pittsburg banks use them, and 
made a feature of them at the out- 
set, but while there was no diffi- 
culty in putting them out among 
the people the returns were not 


cities, especially in the East, where 
interest rates are low. Some of 
the accounts are small, but usually 
the depositor by mail is a desirable 
customer, often running his ac- 
count into respectable figures. This 
bank has lately received deposits 
from Porto Rico and Nicaraugua 
in response to its advertising in 
general mediums, and has deposi- 
tors in every State in the Union. 
The depositors of the Pittsburg 
Bank for Savings are of the farm- 
ing classes, as that institution has 
favored the farm papers in its gen- 
eral advertising. The new Union 


p Capital and Surplus. $800,000.00. 
Every woman should have a Savings account. 


a 


Ac Many women need a Checking account. 
Special attention to the comfort and con- 


venience of:women here. 


4 per cent; interest on Savings accounts. 
2 per cent, interest on Checking accounts. 


The Pennsylvania Trust Company 


of Pittsburgh 


410 Smithfield Street 


good. Pittsburgers are used to 
large wages, and do not bother 
with nickels, dimes and quarters. 
They make deposits in a lump on 
pay day, and the little home banks 
are used chiefly by children.” 
The People’s Savings Bank is as 


Savings Bank, with its half billion 
dollar board of directors, has been 
successful in drawing mail deposits 
from Western Pennsylvania, Ohio 
and West Virginia, where coal and 
oil lands have recently been sold 
or are being developed. As this 
(Continued on page 18.) 
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1304 


Residences 
SHOWED 


1133 


Journal Subscribers 
and 
272 EveningTribunes 


THE JOURNAL 

to 90 per cent of t rs 
homes, consequently 
all the other dailies 
can only cover 10 per 
cent not already 
reached by TH rf 
JOURNAL. 
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Lines of 
Advertising 
CARRIED BY 


Twin City Papers 
for SEPTEMBER 


Minneapolis: 
Journal — 26 issues, 


435,820 lines. 


Tribune, daily and 
Sunday, 30 issues: 


354,508 lines. 


Times, daily and Sun- 
day, 30 issues: 


278,432 lines. 


St. Paul: 
Dispatch, 26 issues: 


367,444 lines. 


Pioneer Press, daily 
and Sunday, 30 issues: 


245,168 lines. 


Globe, daily and Sun- 
day, 30 issues: 


194,040 lines. 





INAL 








The Journal 
has the 
Home 
Circulation. 


Nearly all its circula- 
tion is in 5 o’clock edi- 
tion, which goes di- 
rectly to the homes, 
when the family has 
time to read it. 


; Mgr. 
C. J. Billson 2", ay 


86-87-88 Trib. Bldg,N.Y 
530 Tribune Bidg., Chi. 
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bank began business in July it is 
tather early to determine results, 
but its cashier says that thus far 
the advertising has been success- 
ful, especially in newspapers. 

As a rule the Pittsburg banks 
use the city dailies and between 
100 and 200 dailies and weeklies in 
the towns of Western Pennsylva- 
nia and West Virginia, and East- 
ern Ohio. It speaks well for the 
Pittsburg dailies that they are used 
almost impartially. Nearly all the 
banks carry daily ads, running 
large displays twice or thrice a 
week and inch ads on the odd days 
to retain the yearly rate. The 
Pittsburg papers are all paying 
large dividends, and the Iron City 
has no single newspaper that is 
weak in circulation or advertising 
patronage. Jas. H. COoLtins. 


MAIL ORDER MALODOR. 


If the movement for the sup- 
pression of fraud in advertising in- 
augurated by the Sphinx Club at- 
tains force and is carried to its le- 
gitimate conclusion, the business 
in mail order bicycles will beamong 


the first to suffer. Of the fanciful 
lies and extravagant claims and 
misrepresentations necessary to sell 
goods of doubtful quality or char- 
acter the mail order people, gener- 
ally speaking, are possessed of 
more than their share. Very many 
of their assertions would put a 
brass monkey to blush. The cu- 
pidity employed by this elass of 
merchants to obtain untruthful 
publicity and indorsement is char- 
acteristic. For years a “highly 
honorable” firm has circulated the 
lie regarding “‘its factories,” which 
do not and never did exist. It 
differs from its chief rival in that 
it builds its bicycles of “the finest 
quality” during the winter, while 
the rival keeps its “factories” going 
“all summer, when labor and ma- 
terial are cheaper.” As a matter 
of fact none of these mail order 
houses ever manufactured a bicy- 
cle. They buy stripped bicycles 
wherever the lowest prices are ob- 
tainable. and then purchase equip- 
ment of corresponding price and 
quality; they change from one 
maker to another as quotations 
change; they thus have and can 
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have no particular model or mod- 
els, and were it not that they are 
permitted to unquestionably mas- 
querade as gigantic manufacturers, 
with unlimited facilities and out- 
puts, half their glory would be 
gone. It is by constantly harping 
on this string that they impress 
the credulous and induce them to 
believe that $40 bicycles can be pur- 
chased for $17.89. Dealers rail at 
them, but rarely make a move to 
beat back the wave of “gush” 
which the mail order people bring 
to their doors. Although these 
dealers may be paying their local 
papers far more money than the 
fake manufacturers, no protest is 
made when the latter’s fulsome 
and fraudulent advertisements and 
self-indited “puffs” appear under 
their very noses, and thus draw 
away trade that belongs at home. 
It is this sort of thing that has 
helped mail-odorousness make 
headway; indeed, so prodigious is 
the aggressiveness, energy and in- 
genuity of merchahts who do busi- 
ness on the borderland of fraud 
or short profits that the efforts of 
the reputable and really honorable 
men of business seem puny by com- 
parison. The former are forever 
creating opportunities and striking 
hard and fast and taking advan- 
tages of openings wherever they 
present themselves; the latter too 
often appear to consider it unbe- 
coming or undignified to strike 
hard, fast or suddenly, or to expose 
or counteract fraud and misrepre- 
sentation, even though it injures 
their own interests and pockets. It 
is this apathy, or excess of dignity, 
we fear, that has enabled the mail 
order people and other ¢utthroats 
to not only thrive but to attain pro- 
portions—The Bicycling World, 
Oct., 1902. 
—_+o+—___. 

THE OLD-STYLE BUSINESS CARD. 

Somebody said once that advertising 
was “keeping your name before the pub- 
lic all the time.” That made some of 
us believe it to be the only thing that 
advertising is, which is not true. 

Profitable advertising is telling lots of 
people at the same time what your name 
is, what you do, how vou do it, what you 
charge for it, why they should have ity, 
and how to get it. ’ 

Paste that in yofir hat. When you 
have finished preparing your next news- 
paver ad see if it answers these require- 
ments. If it does, run it; if not, tear 
it up—Penman’s Art Journal, 
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MUST BE SOLD 











to make room for other presses, 


An Excellent 
Four and Eight Page 
Perfecting Press 


in perfect order, together with 
furnace and melting pot, and 
all casting, shaving and trim- 
ming machines necessary for a 
complete outfit. We offer this 
outfit boxed and shipped f. o. b. 
Milwaukee, for $1,800. The 
stereotype outfit alone cost 

1,200, and most of it is new. 
We need the room the press 
now occupies. It could be 
shipped at once. 


THE EVENING WISCONSIN CO. 


Milwaukee, Wis. 
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SUNDAY NEWSPAPERS. 


In the progress gress and develop- - 


ment of American journalism the 
Sunday paper, usually a Sunday 
issue of a daily, has practically dis- 
placed the weekly in the affections 
of the general advertiser. Many 
of these Sunday papers are pro- 
digies, in their way, and it is 
almost a miracle that they can be 
produced and delivered at so low 
a price—generally five cents. They 
contain more than double the mat- 
ter to be found in the largest maga- 
zines and it is strictly up-to-date. 
These modern papers have not 
only deprived the weekly of a large 
percentage of profitable advertis- 
ing but have made such inroads 
upon the patronage belonging to 
dailies that it has become a popular 
thing to deride some of them as 
Sunday papers with a daily supple- 
ment. The Sunday paper is an 
American institution and scarcely 
exists elsewhere. Below is a com- 
nlete list of the Sunday papers be- 
lieved to print regularly so many 
as 10,000 copies. 


ALABAMA, 

Montgomery, Advertiser ....... 11,128 

CALIFORNIA, 
Angeles, Herald 
Angeles, Times 
Francisco, Bulletin 
Francisco, Call 
Francisco, Chronicle 
Francisco, Examiner 

COLORADO, 


Los 
Los 
San 
San 
San 
San 


20,418 


Denver, 
Denver, Republican 25,690 
Denver, Rocky Mountain News 27,783 
DISTRICT OF COLUMBIA. 

Washington, Post 
Washington, Times 

GEORGIA. 
Atlanta, Constitution 
Atlanta, Journal 

ILLINOIS. 
Chicago, Sonntags Post 
Chicago, Chronicle 
Chicago, Hearst's Chicago 

American 

Chicago, Inter Ocean 
Chicago, Record-Herald 
Chicago, Skandinaven 
Chicago, Tribune 
Elgin, Young People’s Weekly . 
Peoria, Journal 


150,151 


. 210,135 
10,343 


- 12,847 


Indianapolis, Journal 
12,088 


Muncie, Star and News 
IOWA. 

Des Moines, News 

Sioux City, Journal 
KANSAS, 

Leavenworth, Times ... 

Topeka, Capital 

Wichita, Eagle 

KENTUCKY. 
Courier-Journal 


35,150 


10,525 
13,609 
15,921 


Louisville, 
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: LOUISIANA, 
New Orleans, Item 
New Orleans, Picayune 
Nvew Orleans, States 
New Orleans, Times-Democrat .. 
MARYLAND. 
Baltimore, American 
Baltimore, Herald 
Baltimore, Sun 
MASSACHUSETTS. 


53, 
37,466 
Boston, 268,861 
Boston, 
Boston, 
Boston, 
Lowell, Sunday Telegram 
Seringfeld, Union 
Springfield, Republican 
Worcester, Telegram 

MICHIGAN. 
Detroit, Free Press 
Detroit, Sunday News-Tribune .. 
Grand Rapids, Herald 

MINNESOTA, 
Duluth, News-Tribune 
Minneapolis, Times 
Minneapolis, Tribune 
St. Paul, Globe 
St. Paul, Pioneer Press 
Winona, Sonntags Winona 

MISSOURI, 
Kansas City, Journal 
Kansas City, Star 
St. Louis, Globe-Democrat 
St. Louis, Post-Dispatch 
St. Louis, Republic 
St. Louis, Star 
St. Louis, Der Friedensbote .... 

MONTANA. 
Anaconda, Standard 

NEBRASKA. 
Omaha, 
Omaha, New 
Omaha, World: Herald 

NEW JERSEY. 
Newark, Sunday Call 
Trenton, Sunday Advertiser 

NEW YORK. 

Sunday Telegram 
Courier 
News 


27,736 
28,817 
28,204 


21,770 
- 11,883 


Albany, 
Buffalo, 
Buffalo, 
Buffalo, Times 
Buffalo, Ill. Buffalo Express 
Elmira, Telegram 

NEW YORK—-MANHATTAN AND BRONX. 
American 
Das peeegen Journal 
Herald 
Jewish Daily News 
Telegraph 
News 


+ 55,265 


agl 
See lGard- Union 


Rochester, Dem. and Chronicle 
Syracuse, Herald, 
Troy, Northern Budget 

OHIO, 
Cincinnati, Commercial Tribune 
Cincinnati, Enquirer 
Cleveland, Leader 
Cleveland, Plaindealer 
Cleveland, World 
Cleveland, Tribune .. 


28,112 


45,231 
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Columbus, Dispatch . 
Columbus, Ohio State. Journal a 
Columbus, Press 
OKLAHOMA. 
Guthrie, Oklahoma State Capital 15,666 
OREGON. 
Portland, Oregonian 
PENNSYLVANIA. 
Die Neue Welt ... 
Item 
Gazette 
Inquirer 
North American .. 
Press 
Public Ledger ... 
Recor 


19,565 
166 


Philadelphia, 
Philadelphia, 
Philadelphia, 
Philadelphia, 
Philadelphia, 
Philadelphia, 
Philadelphia, 
Philadelphia, 
ere wre rg Sonntagsblatt 
Philadelphia, Sunday Transcript 
Pittsburg, Dispatch 
Pittsburg, Gazette 
Pittsburg, Leader 
Pittsburg, Post 
Pittsburg, 
Scranton, Scrantonian i 
Williamsport, Pennsylvania Grit144,713 
RHODE ISLAND. 
Providence, Telegram 
Providence, Journal 
TENNESSEE. 
Memphis, Commercial-Appeal ... 
TEXAS, 
Fort Worth, Register 
Houston, Post 


16,917 
33,656 


13,402 
13,832 
VIRGINIA. 
Norfolk, Virginian-Pilot 
Richmond, Times 
WASHINGTON. 
Spokane, Spokesman-Review 
WISCONSIN. 
Milwaukee, Free Press 1 
Milwaukee, Germania-Sontags-Post 
Milwaukee, Herol 13,436 
Milwaukee, Sentinel 31,774 


The papers against which no 
figures are carried out, either will 
not or do not furnish to the 
American Newspaper Directory in- 
formation upon which any exact 
and definite circulation rating may 
be based. 

——__+o+—_—_—_ 
Oo. K. IN ENGLAND. 

Instead of the American expression, 
“cast off clothing,” the English use, 
“left off clothing.” An English ad- 
vertisement stated that, ““Mr. and Mrs. 
Brown have left off clothing of every 
description and invite your careful in- 
spection.”—New York Tribune. 


- 12,035 
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THE DRESSING OF WINDOWS. 

Some stores do not place price tickets 
on their goods which they. display in the 
windows. We think this is a mistake in 
all cases where the goods sell at a low 
or medium price. It might not be well 
in cases of very expensive goods, to 
place the price upon the article, as this 
might have a tendency to cause many 
persons in the lower walks of life, who 
do not know the value of goods, to con- 
sider the store a high-priced one. But 
on all goods which sell for a_ popu- 
lar price, there is nothing like having 
a neat price ticket, so that persons look- 
ing into the window can get some idea 
as to the prices at which you sell the 
goods. Particularly if the articles are 
bargains it is well to make a liberal dis- 
play of prices. A window, to some ex- 
tent, can direct the class of trade which 
you wish to patronize you. If you are 
seeking after only the very fine trade, 
a display of very fine goods and nov- 
elties, without prices, will be apt to cause 
such persons as buy these goods to call 
into your place of business. If you 
are seeking after those who wish bar- 
gains, then you should dress your win- 
dows entirely with bargain articles, 
marked at very low prices. The show 
cards which you use in the windows 
require a great deal of attention in sev- 
eral respects. In the first place, there 
is nothing which gives a store such a 
poor appearance as dirty or poorly made 
show cards. The expense of having good 
show cards well made, and of = | 
them often enough to keep them fres 
and clean, is so little in comparison with 
the harm that untidy cards do, that 
there is no excuse for any firm not hav- 
ing the best. White cardboard for a 
window is to be preferred under most 
circumstances. When colored cards are 
used, care should be taken that the colors 
do not conflict with the colors of the 
goods on which they are placed. A lack 
of harmony in this respect wiil often 
spoil a very good window display. If 
colored cards are used, only one color 
at a time is a great ‘deal better than 
having several colors in the same win- 
dow.—American Advertiser. 

— + 

THEKE’s many a man keen enough to 
discount his bills who is not sufficiently 
wise to discount the claims of some of 
the army of ad fakirs who daily assault 
the citadel of his office.—White’s Say- 
ings. 








QUALITY AND QUANTITY. 


More good advertising is printed every day 


in 


appreciate this and 


columns with 


THE WASHINGTON 
other paper in the country. 


STAR than any 
The subscribers 


read the advertising 


interest and profit. 


M. LEE STARKE, 


Tribune Building, 
New York. 


Tribune Building, 
CHICAGO. 
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THE PIONEER BANK. 


The Pittsburg Bank for Savings, 
Pittsburg, was not only first to in- 
stitute a department for deposits by 
mail and to advertise it both lo- 
cally and nationally, but is the first 
bank in its home city and perhaps 
in the world to employ an advertis- 
ing manager. A bank’s publicity 
is usually supervised by its cashier, 
when there is any to supervise, but 
while these officers have done some 
thoroughly modern and commend- 
able advertising, the day is probab- 
ly not far distant when every pro- 
gressive bank or trust company 
will have an advertising manager 
on its staff. The advertising man- 
ager of the Pittsburg Bank for 
Savings is Mr. W. L. McCullagh, 
who is a practical printer to begin 
with and has had considerable ex- 
perience in general publicity. This 
institution’s publicity is the joint 
work of Mr. McCullagh and Mr. 
William J. Jones, the secretary- 
treasurer, and it might be difficult 
to say which is responsible for the 
vim and force of the matter sent 
out. It is certain, however, that 


the institution’s business is increas- 
ing in a really remarkable ratio. In 
185 the sum total of deposits was 


$2,400,000. In 1897 they had in- 
creased to $2,825,000. In 1898 the 
bank ‘began advertising locally, ex- 
ploiting the savings department, 
and its growth during the past 
five years is shown in the following 
record—a group of figures that the 
Little Schoolmaster can hardly re- 
frain from printing in bold-face 
tyne as an object lesson to all bank 
officers : 
Nov. $3,350,000 

“ 4,735,000 

” 6,610,000 

4 9,500,000 
TEE DIED 6o.ciscccsiwseegye< 12,250,000 


The system of banking by mail 
was begun to accommodate deposi- 
ors who moved away from Pitts- 
burg and wished to retain their 
accounts at four per cent interest. 
The demand for this accommoda- 
tion grew, and a regular depart- 
ment was finally organized. Then 
it was advertised in Pittsburg dail- 
ies, later in papers in outlying 
towns, and finally, three years ago, 
in the Farm Journal. The results 
from this latter medium were sur- 
prising, and convinced the bank 


officers that the United States con- 
tained many thousands of people 
who would gladly avail themselves 
of this system and the Pittsburg 
rate of interest. Other mediums 
have been added, chiefly farm jour- 
nals, and Mr. McCullagh and Mr. 
Jones are now planning more ex- 
tensive operations. To-day the 
the Pittsburg Bank for Savings 
has 35,000 depositors, and is in- 
creasing the list at the rate of 1,000 
new accounts per month. Pitts- 
burg is the center of a popula- 
tion of nearly 4,000,000 people who 
live within a radius of 100 miles. 
Fully 3,000,000 live within sixty 
miles. In this territory the bank 
uses about 150 dailies and week- 
lies with most satisfactory results, 
as well as the Pittsburg dailies. 
Booklets in lots of 150,000 are dis- 
tributed throughout the city twice 
a year. Car cards are used during 
short periods in the winter. Mr. 
McCullagh finds them not so good 
as dailies, but thinks that they help 
in winter, when people are work- 
ing and saving money. In the 
summer there is a tendency to 
spend for vacations and travel, and 
deposits falls off. The bank is the 
depository for children’s school 
savings, which are received by 
teachers and deposited in the bank 
to their credit. This system is 
copyrighted, and the bank has sole 
rights for Allegheny County. It 
is popular and profitable of itself, 
and a factor in interesting parents. 
Hundreds of thousands of pay en- 
velopes with the bank’s ad are 
distributed to manufacturers and 
employers generally, and calendars 
are sent out during December. 
Metal home banks are also used, 
chiefly by children. 
GOING AT IT RIGHT. 

Surbubh: I’m sick and tired of visiting 
the employment agencies in search of 
me | so I’m going to advertise; there’s 
t 

Want Ad Man (of daily newspaper): 
Yes, sir; how many insertions? 

Surbub: Why. about twice a week 
for a year! What’s your rock-bottom 
price ?—Brooklyn Eagle. 


CRUEL. 

“T am willing to leave my work to 
posteritv.” said the ambitious author. 

“Weel answered the cold-blooded 
publisher, “you are running great risks. 
Posterity isn’t going to read any of the 
expensive and misleading eulogies of 
your work that my, advertising depart- 
ment is getting out.”—Washington Star. 
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TO BANKERS 


What do you think of Advertising 
bringing 14,000 NEW DEPOSIT AC- 
COUNTS IN ONE YEAR? 


That is the record made by The Pittsburgh 
Bank for Savings last year. And they voluntarily 
assert that the most influential factor in producing 
this notable record was 


The Pittsburg Times. 








Deposits $11,500,000. Four Per Cent Interest. 
Pittsburgh Bank for Savings 
renass Gaaanine, ame eaneehnine ESTABLISHED 1862. 


WILSON A. SHAW, VICE PRESIDENT 
WiLttAM J. JONES, SECRETARY AND TREASURER 


FOURTH AVENUE AND SMITHFIELD STREET 


Pittsburgh, Pa., March 2lst, 1902. 
Pittsburgh Times, 4th Avenue, City. 


Gentlemen: —You will no doubt be 
pleased to learn that our advertising in the 
Pittsburgh Times has brought us a much 
larger volume of inquiry, especially in re- 
gard to our Banking by Mail System, than 
any other daily paper. As we are enabled t< 
keep @ very accurate record of the returns, 
we speak with a definite knowledge of the 
facts. Very truly, 

Pittsburgh Bank for Savings, 
By WM. J. JONES, 
pinerianennl -Treasurer. 


Daily Average Circu- 540 
lation for September = 65, 
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THE UNION TRUST _ COM- 
PANY, OF PHILADELPHIA. 


Whenever you find live advertis- 
ing, look for the live man behind it. 
If it is live advertising in a business 
field still bound up in ethics, pre- 
cedents and conservatism generally, 
look for a very live man indeed. 
You will hardly fail to find him. 
Effects are never without their 
causes—and especially advertising 
effects. 

The advertising of the Union 
Trust Company, 715 Chestnut st., 
Philadelphia, is alive all over. The 
man behind it is Clarence L. Harp- 
er, president of the institution. 
President Harper was elected to 
this position somewhat more than 
a year ago. Before then the Union 
Trust Company had never thought 
of advertising, being directed by a 
conservative board and managed 
along the lines that were—well, 
call them “old-fashioned,” and be 
done with it. They were old- 
fashioned, and are becoming more 
so every day. President Harper is 
a young man—was born in 1864 in 
Philadelphia. He came to the 
Union Trust Company after a ca- 


_———— | 


If you had com. 


~) 
menced a year ago 

tolay up five dollars 

a month you would 

now have $60—and 

you'd never have 

$ missed it. One dol- 





lar starts an ace 
count, 


THE UNION TRUST COMPANY | 
715-717-719 Chestnut Street. (134) 








reer in the insurance business arid 
as a member of a wholesale flour 
firm. He had conducted several suc- 
cessful building operations as well, 
the most notable being the planning 
and construction of the Reading 
Subway, which is a_ remarkable 
piece of public work, completed in 
spite of many obstacles and con- 
flicting interests. President Harp- 
er has also been active in politics 
and the social life of Philadelphia, 
but above all things he had learned 
the value of well-directed publici- 
ty as a factor in building business, 


When he became the youngest 
head of a Quaker City trust com- 
pany, therefore, he turned natural- 
lv to advertising, and as several 
members of the retiring board had 
been replaced with younger, ag- 
gressive men, he was seconded in 
his plans for widening the scope 
of the institution. 

As a result the Union Trust 
Company’s business has been in- 
creased to a most satisfying degree 
by the wise use of Philadelphia 
dailies and street cars during the 


A working balance 
is all you really need 
in a bank, The re- 
mainder in a trust com- 

pany will earn interest and 
still be subject to check, 


THE UNION Trust COMPANY, 
745-717-719 Chestnut Street. @ 
———d 











past year. The campaign has been 
divided into four lines of appeal. 
Trust company advertising seldom 
gets beyond the publication of peri- 
odical statements required by law, 
and the few banks throughout the 
United States that are developing 
modern systems of publicity are 
content to exploit savings de- 
partments or deposit boxes. The 
Union Trust Company is unique in 
that it advertises trust company 
conveniences and makes a distinct 
bid for commercial accounts. Its 
methods are not only dignified, but 
the ads that have been used are 
thoroughly modern. “Something 
different” was the criterion set for 
the H. I. Ireland agency, of Phila- 
delphia, and the copy furnished has 
been bright, novel and forceful. 
Furthermore, it has told convinc- 
ing stories in very small space. The 
newspaper ads have been printed 
three times each week in every 
Philadelphia paper, and average 
twenty-four lines single column. 
This is no more space than is used 
for the ordinary banker’s card fa- 
miliar in the financial columns. of 
every city daily. Pica old style has 
been used, with no display. In the 
beginning of the campaign short 
catch lines were printed in a little 
box at the upper left hand corner, 
but later these phrases were aban- 
(Continued on page 26.) 
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Proof of the Worth of 
Advertisements in the 


PITTSBURG PRESS. 


THE JAMES MuRTHA Co., 
Real Estate and Business Broker 
Room 31, 339 Fifth Avenue. 
PITTSBURG, Pa., Sept. 25, 1902. 
Press Publishing Co. City, Pittsburg, Pa.: 

GENTLEMEN—The answers we receive from our advertise- 
ments in THE PRESS are far in excess of any other Pittsburg 
paper or anything we expected. 

We had a letter from a gentleman in Central City, Iowa, the 
other day in reference to a restaurant, and we are pleased to advise 
you that he came to Pittsburg and closed the deal. The restaurant 
is located at No. 1105 Carson Street, South Side, and Mr. Harnish 
took possession last Monday. 

The Press proves its worth as an advertising 
medium every day. Yours truly, 

THE JAMES MuRTHA Co. 





NEw York, N. Y., Sept. 26, 1902. 
Pubs. Pittsburg Press, Pittsburg, Pa.: 


GENTLEMEN—Inclosed please find stamps in payment of the 
accompanying advertisement. We were greatly pleased at the re- 
sults from the one insertion of our ad in THE SUNDAY PRESS. 
The replies surpassed in quantity and quality those received in 
answer to similar ads in any two of the New York papers. 

Yours truly, THE AMERICAN WRITERS’ INSTITUTE, 

Per R. W. 
PAN-AMERICAN MAGICAL AND NOVELTY BAzZaAr, 
Chas. H. Pohle, Prop. 
486-488 WASHINGTON STREET, 
BuFFALO, N. Y., Sept. 27, 1902. 
Press Publishing Co., Pittsburg, Pa.: 

GENTLEMEN—Inclosed find ad similar to the one I sent you 
last. I must say the little ad I hadin THE SUNDAY PRESS 
brought me more results than any magazine or daily paper 
I have ever used. I have tried the largest papers in-New York; 
they cost me five times as much, but no paper brought me the same 
returns. In fact, we ran out of goods. Yours truly, 

Cuas. H. Pou Le, Buffalo, N. Y. 





Cc. J. BILLSON, Manager Foreign Advertising Dept., 


Tribune Building, Tribune Building, 
NEW YORK. CHICAGO. 
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doned and small cuts used as eye- 
catchers. Here are some of the ar- 
guments for the savings depart- 
ment, used in connection with the 
popular “home banks”: 

It’s a proud child who has a bank ac- 
count of his own. Open one for him 
and he'll get into the saving habit— 
better for his future than a college edu- 
cation. ‘ : 

A boy commencing at sixteen and sav- 
ing $5 a month will have $328 when he 
ig twenty-one. That is,-if he deposits 
it in our savings bank fund where three 
per cent interest is allowed. 

y small weekly deposit in our sav- 
ings fund department will ean 
grow into a nice nest egg that will 
brighten the rainy days sure to come 
sooner or later. Interest three per cent. 

A few cents dropped into the little 
home bank we furnish, and deposited 
monthly in our savings fund, will soon 
grow into a tidy sum. A dollar de- 
posit secures the bank, and we give the 
dollar back when it’s surrendered. 

A detaining hand often saves one 
from rash acts. Our savings fund de- 
partment requires ten days’ notice before 
money can be drawn out. 

Money in hand is the one friend that 
you can be sure will not give you the 
cold shoulder in adversity. Our sav- 
ings fund allows three per cent interest. 

ou cannot spend your savings on 
the spur of the moment if they are de- 
posited in our savings fund. Ten days 
to think the matter over. 

“Pennies long saved amount to dollars 
at last.” This is as true to-day as when 
it fell from the lips of Franklin. Fol- 
low the great philosopher’s maxim. Start 
an account in our savings fund to-day. 

The following safety deposit ar- 
guments were alternated with other 
ads, but were used more lavishly 
at the beginning of summer, when 
householders were packing their 
plate and valuables in preparation 
for the summer exodus. They 
were also increased at periods 
when several burglaries had been 
committed in the city within one 
week, and there was an opportunity 
to give readers a mild scare. For 
some reason not ascertained the 
safety deposit advertising has been 
least effective of the four divisions. 

Going away? Leave your silverware, 
paintings and heirlooms with us for the 
summer. We have large vaults for such 
bulky articles. Safe deposit boxes for 
valuable papers and the jewelry you 
will not wear while away. $4 a year 
and up. 

Better be sure than sorry. This ap- 
plies forcefully to the keeping of val- 
uable documents. The only sure re- 
pository is a safe deposit box in a fire- 
proof vault. 

Many corporations keep their valuable 
Papers in our safe deposit vaults. We 
have committee rooms where the docu- 
ments can be examined. Same system 
for individuals, but smaller boxes and 
private offices. Less rental, too. 
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A safe place to keep bonds, deeds, se- 
curities and other valuable papers. A 
key to get at them. A private room 
in which to examine them. All for $4 
a year. 

Documents that are worth anything are 
worth keeping in a place of absolute 
safety. The.expense is trifling. A good 
sized safe deposit box in our vaults may 
be rented for $4 a year, including every 
accommodation. 

In advertising for trust business 
it is almost inevitable that the writ- 
er of the advertising bring in the 
unpleasant factor of death. A 
trust company can perform many 
services for a man while he is alive, 
but its true. function seems to be 
that of settling up his affairs after 
he has embarked upon the Styx. 
Before he goes it must make ar- 
rangements with him about the 
will and other vital matters. To 
tell him once every week that he 
is mortal, that he must make a will, 
that his estate must be settled up, 








As a tule 
the less per- 
sonal interest 

fan executor 
has in the estate, the better 
its affairs are administered, 
The ideal administrator is a 
trust company, 


THe UNION TRVST ComPANY. 
715-717-719 Chestnut Street. @ 


Your 
executor 











and that heirs sometimes quarrel, 
with other ticklish facts, is to be 
a sort of mummy at his feast of 
Life, but the Union Trust Com- 
pany has advertised for just this 
sort of business, and has secured 
good results. Very slight indeed 
is the line between good taste and 
bad in this division. The adver- 
tising of an undertaker is com- 
paratively simple, being intended 
for the survivors, whereas trust ad- 
vertising is directed to getting 
readers into the office to make 
their wills and have a chat about 
the division of their earthly goods. 
In practically all of the ads written 
for this department by the Ireland 
agency good taste has been the 
rule. To head an ad with the 
phrase “After you are dead” may 
be questionable policy. As a catch 
line it is certain to attract attention 
and secure a reading for anything 
(Continued on page 28.) 
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Cleveland 
Plain Dealer 


ANOTHER SUBSTANTIAL GAIN. 


The average circulation of the daily Plain 
Dealer in October was 65,563 copies, a gain of 
2,538 copies over September and a gain of 7,106 
copies over June of this year. 

The average circulation of the Sunday Plain 
Dealer in October was 56,466, a gain of 2,241 
copies over September and a gain of 5,117 copies 
over June of this year. 

The chief significance of these figures rests in 
the fact that while the Plain Dealer’s circulation 
has for three or four years exceeded that of any 
other morning or Sunday paper in Cleveland by 
from 200 to 300 per cent, its growth has at no time 
in its history been as rapid as during the past five 
months. 

The Plain Dealer's press room and all records of 
circulation are always open for inspection. 

“ The circulation of the morning Plain Dealer, in 
Cieveland, or in total, is three times that of any 
other Cleveland morning newspaper, and in 
the evening field the Evening Plain Dealer is 
second in point of circulation. 

“« The circulation of the Sunday Plain Dealer, in 
Cleveland, or in total,is double that of an 
other Cleveland Sunday newspaper and a half 
greater than that of all other Cleveland Sun- 
day newspapers combined.” ; 





CHARLES J. BILLSON 


Manager Foreign Advertising Dept. 


TRIBUNE BUILDING TRIBUNE BUILDING 
NEW YORK CHICAGO 
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that follows, but when he has 
finished the reader may resent be- 
ing shuffled off the warm green 
earth, even as an abstract proposi- 
tion. It is human nature to regard 
death in the abstract, however, and 
as a matter of psychology doubtless 
every man and woman who reads 
such an ad regards it as a chari- 
table pointer for some other moral. 
The decision to make a will is 
arrived at some day out of mind, 
and only the name of the com- 
pany is recalled. 

Do you want to know what the settle- 
ment of your estate will cost? We will 
tell you—no charge. Nor any for con- 
sulting about making your will. 

It doesn’t cost anything to talk over 
your will with us. We will act as your 
executéoner if you wish—solely or jeint- 
ly with your best friend. 

After you are dead your most esteemed 
friend—the man to whom you would in- 
trust your estate—may turn out to be a 
rascal or incompetent. This cannot 
happen with a trust company. 

hen a man appoints a trust company 
as executor on his estate he has the 
satisfaction of knowing that the trust 
imposes will be executed precisely as he 
directs within the limit of the law. 

Busy men with no time to spare can 
have their real and personal property 
managed by us. This assures positive 
safety and absolute fidelity. 

Your wife as executor. In the ad- 
ministration of an estate we act with an- 
other appointee if desired. For example, 
your wife can be made one of your ex- 
ecutors, and as the other we would re- 
lieve her of the arduous part of the work 
and keep the estate clear of legal en- 
tanglements. ( 
cost you nothing. : 

In selecting an administrator, guardian 
or trustee, weigh the permanency and re- 
sponsibility of a corporation against the 

ssible disabilities of an individual. 

urthermore, a trust company is organ- 
ized for just such duties, and repre- 
sents the combined wisdom of men of 
large experience. o 

ntegrity and justice, more than 
friendship, are the qualities desirable in 
a trustee, guardian or executor. 
trust corporation represents the highest 
development of these qualities. 

The solicitation of commercial 
accounts also offers difficulties, for 
the most desirable business is like- 
ly to be that of merchants who 
are averse to change. A trust 
company has one advantage, how- 
ever—that of being able to pay two 
per cent upon all idle money over 
$100. This advantage has been 
persistently set forth in the adver- 
tising that bids for commercial 
business, and has been a factor in 
convincing readers. Mr. Ireland 
has avoided any direct solicitation, 
believing that it is unwise to coax 


Consultation about it will” 
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for commercial business. Instead 
of saying “Bring your account to 
us,’’ he has contented himself with 
merely dwelling upon the advan- 
tages by a trust company—not the 
Union Trust Company in particu- 
lar. The method is somewhat in- 
direct, ‘but results have been most 
direct and gratifying. 

If your balance here is over $100 it 
earns two per cent per annum. Your ac- 
count is subject to check. 

Of your cash balance, carry a tenth, 
a fourth or a half, as circumstances 
may warrant, in a trust ow earning 
interest, yet subject to check. ; 

In these days of close figuring the 
trust company is an important factor. It 
accepts money that would otherwise lie 
inactive and pays interest upon it. 

What is your yearly bank balance? If 
deposited in a trust company at 2 per 
cent how much would it earn? 

A working balance is all you really 
need in a bank. The remainder in a 
trust company will earn interest and 
still be subject to check. | , 

Interest, like time and tide, waits for 
no man. While you are waiting for 
a proper investment let your cash earn 
interest in a trust company. 

You can make your money earn two 
per cent and yet draw it on check when 
a promising investment turns up. Better 
than keeping it idle. 


This advertising has led many 
business men to keep a trust ac- 
count as well as one in a bank for 
active checking. It seems to be 
the general notion among mer- 
chants that a trust company cannot 








How many idle dol- 


lars have you in 
bank? How much 
would it earn at 2 
per cent.? That is 
the interest we pay 
on accounts subject 

to check. 

Tue Unton Trust COMPANY 

715-717-719 Chestnut Street (140) 
give banking accommodations, and 
this publicity has brought the 
Union Trust Company new ac- 
counts because it has largelv dis- 
pelled that notion and set forth 
real advantages. The ads have 
not been keyed, but a card sys- 
tem is kept and new business is 
credited to the medium that 
brought it. Depositors and those 
who rent safe deposit boxes are 
always able and willing to tell 
which ads had the most influence 
(Continued on page 30.) 
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OVER 315, 000 


The 
Daily Combined Circulation 
of the 


Scripps-McRae 
League 
of Newspapers 




















k THE CINCINNATI POST - 139,000 
Ohio’s Leading Evening Paper. En- 
joys more Local and Foreign Adver- 
tising patronage than any other Cin- 
cinnati Daily. 


THE CLEVELAND PRESS - 117,000 


Reaches more Homes in Cleveland 
5 and vicinity than all other Cleveland 
Papers combined. 


THE ST. LOUIS CHRONICLE - 51,000 


The recognized People’s Paper of St. 
Louis. Advertisers cannot cover St. 
Louis without using the Chronicle. 


THE COVINGTON POST - - 12,000 


~@ Has the largest circulation of any 
paper in HentuckKy outside of Louis- 
ville. 





FOR RATES AND FURTHER INFORMATION, ADDRESS 





Foreign Advertising Department, 


D. J. RANDALL, I. S. WALLIS, 
TRIBUNE BUILDING, HARTFORD BUILDING, 
NEW YORK CITY. CHICAGO, ILL. 
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upon them, A mailing list of de- 
positors is kept, and something at- 
tractive and pointed in the way of 
literature is sent out periodically, 
especially with monthly statements. 
It is estimated that the Union 
Trust Company can build up in five 
years a business that would take 
twenty by conservative methods. 
The advertising has been freely 
criticised by older heads, who be- 
lieve that it is “undignified,” but 
the public is responsive and Presi- 
dent Harper’s institution is coming 
in for a thoroughly desirable class 
of depositors. Philadelphia has 
long been stigmatized as “slow,” 
but in trust and banking publicity 
it is not a whit behind New York 
or Chicago. In the case of the 
Union Trust Company it is fully 
five years ahead. 


++ 
THE EDITION IS EXHAUSTED. 
PorTLanp, Ore., Oct. 27, 1902. 
Editor of Printers’ InK: 

Will you kindly advise us what rate 
you can make for your book of Ready 
Made Advertisements, when purchased 
in lots of 50, 100 or 200. If rate is 
favorable, we plan to use it as a premium 
to subscribers. Yours very truly, 

Tue Paciric DruG REviIEw, 
H. Edsell, Mgr. 


RESURRECTED. 

CRAWFORDSVILLE, Ind., Oct. 31, 1902. 
Editor of Printers’ INK: 

We have read with interest your ar- 
ticle about the San Jose Mercury and 
Herald and your refusal to take the 
four asterisks from their circulation rat- 
ing in the American Newspaper Direc- 
tory. We also note that you report the 
Crawfordsville Argus News as dead, it 
having at one time been marked with the 
four fatal stars. It may be of interest 
to you to know that the Argus News still 
lives under the name of the News Re- 
view but it is still owned by the same 
man, printed in the same office with the 
same press and presents the same typo- 
graphical appearance. There is surely 
more reason to retain the four stars in 
a case of this kind than where a paper 
comes into new hands and adopts an 
entirely new_policy. 

Yours very truly. 
THE — Co., 
A. McCain. 


AT THE NATION’S CAPITAL. 
THE PARTNER. 
WasurncrTon, D. C., Nov. 5, 1902. 
Editor of PRiInTERS’ INK: 

The leading savings banks_and trust 
companies of Washington, D. are 
liberal users of space in the daily news- 
papers. The savings banks confine their 
advertising almost exclusively to the 
columns of the Evening Star, as its home 
circulation proves the best field for 
yielding new depositors. The trust com- 
panies, however, extend their advertising 
to the morning Post and in some in- 
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stances to the two editions of the Times, 
The Home Savings Bank and the Union 
Savings use thirty lanes each in the 
Star daily throughout the year. The 
ads are changed regularly three times a 
week. Every ad contains either a list 
of the officers or of the directors of the 
bank, and in each the “3 per cent in- 
terest” feature is a ye as conspicu- 
ously as possible. The officers of the 
banks mentioned very frankly admit that 
the advertising is instrumental in induc- 
ing many new accounts during the year. 
They realize the importance of present- 
ing their proposition to the people in 
the most attractive manner and to that 
end employ professional adwriters to 
“farm” their newspaper space. The fact 
that “‘$1 opens a savings account” per- 
sistently emphasized in the ads has been 
the-means of starting many a wage- earn- 
er on the road to saving—and to co 
tency. The “three per cent interest” 
feature is also productive of good results, 
as it appeals to the natural instinct of 
all who have the thrift to save. In 
the case of the trust companies where 
there are various departments such as 
Savings, Safe Deposit, Storage, Trust, 
ets., there is much wider latitude for 
variety. in advertising and much more 
space is required and used to exploit 
every feature of the business. The 
Washington Loan & Trust Company and 
the American Security & Trust Company 
are pioneers in the Washington field and 
their advertising is persistently and 
judiciously conducted throughout the 
year. The various departments admit 
of special expansions in advertising at 
different seasons and this is done with 
good effect and profitable results. The 
Union Trust & Storage Company is a 
new enterprise, some three years young, 
yet through sheer merit, capital and en- 
terprising advertising its volume of 
business bids fair to eclipse that of all 
the other companies. 

Bank advertising on the whole in 
Washington is very much up-to-date and 
it is a recognized factor in the success 
of those banks that are succeeding. 

Yours truly, 
Rosert W. Cox. 
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“AUTHORIZED GOVERNMENT BONDS.” 
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WHY BANKERS AND BANKERS’ 
EMPLOYEES SHOULD READ 
“ PRINTERS’ INK.” 








One of the officers of a prominent New York trust company 
predicts that within five years the greater number of banks and 
trust companies in the United States will be advertising by thor- 
oughly modern methods. He bases his prediction upon present 
tendencies. Banks and trust companies will never use publicity 
as sensational as that which exploits the latest novel, of course, 
but they will unquestionably depart widely from precedent and from present 
methods. Methods are going to be made rapidly and it will behoove every 
banker, bank officer and bank employee to keep pace with their development. 
To become familiar with financial publicity and apply it to his own 
institution may mean, to the banker, the difference between a large 
business and an insignificant one. To the employee it may be the 
difference between a responsible position at a good salary and a 
subordinate post as clerk or book-keeper, Advertising is a force 
in present-day banking that is worth watching and studying. 

* * * 

PRINTERS’ INK is the world’s leading authority on advertising. It was 
first to treat systematized publicity seriously as a business force—first to 
recognize the fact that advertising is nearer the whole body of the people 
than any other one thing, save the newspaper. When the “ Little 
Schoolmaster in the Art of Advertising” began his labors fifteen 
years ago, advertising was systemless and more or less spasmodic. 
Since then the whole art of publicity has been advanced, while 
some special branches have been reduced almost to an exact 
science, From time to time different business fields are taken up, 
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with their special problems, data are being collected, the opinions, 
principles, methods, experience, theories and advice of foremost 
authorities published, and the most helpful facts and suggestions 
put at the disposal of all who could profit by them. 

Bank advertising has received its share of attention in the past, 
but until within the last year it has been more or Jess of an infant. 
The time has now come, however, when it will be developed rapidly. Twenty 
years ago the bank deposits of the people of the United States were two and 
a half billions of dollars. To-day they aggregate four times as much, and the 
greatest increase has been brought about during the past four years. The 
next five years will unquestionably be a period of great prosperity in the 
United States, for the nation is growing and its growth is based upon crops, 
iron, steel, increase of foreign trade and other safe foundations. The people 
will have more money than they have ever had before, and banks must 
prosper accordingly. The live, advertising bank will get the greatest share 
of this prosperity. New methods of attracting business must be evolved, 

just as new channels of investment must be found. Where it has 
heretofore been an auxiliary, advertising must now become a 
necessary part of a bank’s equipment. The banker who uses 
publicity wisely, as a business force, will do most to advance his 
institution. Advertising in some phases is not an auxiliary of 
banking, but is creating new banking methods, as that of receiving 
deposits by mail. In other instances it is used as an auxiliary for the 
development of savings accounts, commercial business, loans, safe deposit 
vaults, trust facilities and so forth. Every community has its bank that is 
waking up to the advantages of publicity, using methods of its own devising. 
Conservatism is still the rule, but there is a disposition to be more alive, and 
the great bugaboo of Precedent is being attacked energetically. Each bit of 
precedent that is broken down means an advance. The whole movement is 
going on at a pace that will make to-day’s methods effete a year or two hence. 

PRINTERS’ INK is the one medium that can bring these diverse methods 
together and put them at the disposal of all bankers. Inthe actual work of 
planning, preparing and placing publicity, it gives the best opinions 
and practice of those who have been most conspicuously successful, 
not only in bank advertising, but in all fields. Financial publicity 
must benefit by the experiences of advertisers in these other fields. 
The principles that make breakfast food advertising successful are 
not so widely different from those of bank advertising, for the people 
who eat breakfast foods can be induced to patronize banks, and must be 
reached through the same means. The thing most needed for the develop- 
ment of bank advertising is definite knowledge about it. 

PRINTERS’ INK is the foremost medium for gathering and diffusing such 
knowledge. It has always represented, and it now represents more than ever 
before, the best thought and endeavor of the men who are developing pub- 
licity in all lines. The mass of information printed in its volumes during the 
past fifteen years has had more direct bearing upon the development of pub- 
licity than any other factor. The Little Schoolmaster has established a place 
for himself that enables him to obtain and publish the best current informa- 
tion about advertising. Able advertisers have contributed to his pages in 
the past, and are contributing now, and will continue to do so. 

When new facts about advertising develop they drift naturally and 
immediately to PRINTERS’ INK. Its editorial staff has never failed 
to find the keynote of the advertising progress of the hour, and it 
has always been the practical keynote, as opposed to mere theories 
and conjectures. What some one has done, either successfully or 
unsuccessfully, is of the first import. What some one has shought 
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is secondary, and advanced only upon its worth as theory, if 
advanced at all. 

PRINTERS’ INK is a thought-stimulator and thought-producer, 
parexcellence. It deals with the many phases of the preparation of 
advertising matter, the tracing of results and the afterwork of 
following them up and making them profitable, the short-cuts and 
conveniences that are being devised continually by thinking business men in al] 
parts of the world, and the publication of information that will be most practical 
and helpful. It not only teaches business men how to advertise, but a portion 
of its endeavor is devoted to teaching them how of to advertise. It is unbiased 
and strictly impartial in giving facts, figures or theories from anyone who has 
thrown real light upon advertising problems. It is not the organ of any 
special medium of interests, but stands for the development of all 
alike according to their worth, as well as for the exposure of frauds 
that mask under the name of advertising. All jegitimate, profit- 
able forms of publicity receive equal treatment in its pages and in 
no month does it fail of printing vital matter touching all methods 

=f’ of advertising. In short, its policy is to further “all advertising 
that advertises.” Its worth as a business publication, coupled with the new 
tendencies in banking, make it the most valuable periodical that a bank or 
bank employee can read. No person connected with a bank in these times 
can fail to gather practical information from its pages each week. 
. * * 


The aggregate of information published in 
a year may be instrumental in the personal 
advancement of the reader, or of the insti- 
tution that he is directing. The time to 
subscribe for PRINTERS’ INK is NOW. 
Until December 31, 1902, banks and 
bankers’ employees can obtain the Zz 
paper under the most favorable terms. A 
single subscription to PRINTERS’ INK costs 
five dollars per year. Ten dollars paid in 
advance NOW —will secure the paper until 
January 1, 1908—for a term of five years. See 
offer on page 36. 





a 





. 2. oe 
4 This clubbing arrangement, which holds good until December 31, 
= will enable employees of any bank to obtain the paper upon most reason- 


able terms, and ought to appeal to the management of every bank or trust 
company. Each officer in a financial institution will be benefited by having 
his own copy, and by taking it home and reading it thoroughly. PRINTERS’ 
INK has had many banks as subscribers for years. They are 
enthusiastic over the weekly visits of the Little Schoolmaster and 
the valuable information obtained from its pages. But PRINTERS’ 
INK wants to go to many more banks with its business mission of 
progress and mental stimulation. Address with check, 
GEO. P. ROWELL & CO., Pablishers, 
10 SPRUCE STREET, NEW YorRK. 
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IMPROVED SYSTEM OF 
BANKING BY MAIL. 


Mr. Charles H. Ravell, Jr., of 
the Chicago Record- Herald adver- 
tising department, has perfected a 
system for depositing savings by 
mail that promises to be not only 
an excellent thing for banks that 
solicit accounts through general 
mediums, but to be even more pro- 
fitable for banks doing business in 
cities. The system at present used 
by the Pittsburg and Cleveland 
banks is something of a makeshift, 
devised to suit immediate needs. 
Mr. Ravell’s system takes into ac- 
count many limitations of banks 
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timent toward newspaper advertis- 
ing among Chicago banks, but 
have made a systematic study of 
that form of publicity both from 
our own side and the banker’s. 
It is a most promising line of pub- 
licity, just in its infancy, and must 
be greatly developed in the next 
few years, especially among sav- 
ings banks and trust companies. 
The chief difficulty I have found 
is the fact that bankers cannot 
see direct results from newspaper 
publicity. My system grew out of 
the necessity to prove that bank 
advertising could be made to bring 
most tangible returns. You don’t 
have to tell a successful advertiser 
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and disadvantages under which 
working people are forced to de- 
posit. 

“When I came to ithe Record- 
Herald five years ago,” he says, “I 
was sent out to solicit financial ad- 
vertising. Financial advertising 
was considered so difficult to ob- 
tain then that new solicitors were 
tried on it, and, if capable, put 
at something offering better oppor- 
tunities. The paper had nothing 
but a bond house and a bank in 
its columns, outside of the regular 
bank ecards. I became interested in 
the proposition, and stuck to it 
through choice, and since then have 
not only developed a favorable sen- 


anything about the profitableness 
of newspaper advertising, and if the 
banks can be made to realize what 
a field awaits them they will not 
hold back very long. I found after 
examination of conditions that the 
lack of direct results was not the 
fault of the papers, but of the 
banks themselves. The business 
hours of a bank do not permit 
working people to deposit their 
savings. At a fair estimate there 
are 850,000 men working in the 
factories, shops, freight houses, 
stores, car-barns and offices of Chi- 
cago. At the Illinois Trust and 


Savings Bank, which does an enor- 
mous business, about ninety-sevem 














per cent of the depositors are 
women and children, outside of 
the noon hour. The wage earn- 
ers have to depend on their wives 
to make deposits. This puts the 
banks at a decided disadvantage. 
Many of the large employers of 
Chicago pay in checks, which are 
almost invariably cashed at saloons. 
The banks make twenty-four hour 
loans for this purpose, sending 
large sums to saloons on pay days. 
It costs a workingman at least 
twenty-five cents for drinks to get 
his wages in hard cash, and in 
many cases it costs him more— 
sometimes half his pay. The sa- 
loons have the first chance at his 
money; his family has the second; 
the grocer, butcher and landlord 
have the third, while the bank has 
the fourth or last. In a large per 
cent of instances this is equal to 
no chance at all, and, when de- 
posits are made, the items of car 
fare and the time are considerable. 
My plan gives the bank the very 
first chance at the workingman’s 
wages, for it enables him to de- 
posit without going to the saloon 
and within five minutes after he 
draws his pay. In Chicago there 
are 840 local express offices, and 
the companies are only too willing 
to establish new branches in any 
wholesale house, factory or estab- 
lishment where they can get busi- 
ness. Now, I propose that the ex- 
press companies establish branch 
offices in every large factory, 
wholesale houses and plant where 
the business will warrant them. 
When John Smith draws his pay 
at the McCormick Harvester 
works, he steps over to the window 
of one of these branch express 
offices, buys a money order for the 
amount he wishes to deposit, fills 
out two coupons in his pass book 
and mails one of them to his sav- 
ings bank with the money order. 
That is all there is to it. The 
coupon sent to the bank identifies 
his deposit and enters it to his ac- 
count. The coupon retained in the 
book is his own deposit entry, and 
he has the express company’s re- 
ceipt to show as well. The pass 
books issued under this system will 
contain fifty-two pairs of coupons, 
one for each week in a year. 
think that the express companies 
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can handle this business at a rate 
of say three cents for sums under 
ten dollars, or even twenty-five 
dollars, and by selling a stamped 
envelope at two cents the entire 
transaction is carried out for a 
nickel. This is half the cost of 
carfare by the present system, to 
say nothing of the economy of time 
and the immeasurably increased in- 
ducements to save. The money 
order can be cashed only by the 
bank to which it is made out. No 
individual would dare try to cash 
it if it fell into his hands, and it 
would therefore be worthless if it 
went wrong. It has been objected 
to this system that the keeping of 
his own pass book account will be 
likely to lead to differences be- 
tween the depositor and the bank, 
but the courts always favor the 
bank when such differences arise 
under the present method. Be- 
sides its books and its integrity the 
bank holds deposit slips, and 
its figures are practically final. 
Under my system the depositor has 
his express receipts to show, and 
there is no more likelihood of his 
attempting to defraud the bank 
than of his raising figures in the 
present pass book. Furthermore, 
his pass book never leaves his pos- 
session. I have investigated the 
method of the Pittsburg banks, and 
find that depositors are required to 
send their books with each deposit. 
Besides, there is the necessity for 
filling out several more blanks, and 
my system will save a great deal of 
writing by people who do not like 
to write any more than is neces- 
sary. Each coupon is numbered, 
and even though the money order 
and coupon arrive at the bank with- 
out the scratch of a pen there will 
be no difficulty in identifying the 
account and entering the deposit. 
The system is absolutely fool- 
proof. There is vital need for 
2,000 or 3,000 of thesé branch ex- 
press offices in the factories and 
work-shops of Chicago. They 
would not only swell savings bank 
and trust company business fifty 
per cent, but would be a force for 
the encouraging of saving among 
people who will be helped most by 
thrift. I have spoken to several 


I men who employ large numbers of 


working people, and they are all 
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in favor of the plan. And there is 
another side to the system that is, 
in my estimation, most important 
of all. During the past twenty-one 
vears the savings bank of Chicago 
have accumulated deposits of $81.- 
000,000. Against this, there are 
more than $40,000,000 spent annual- 
ly in the city’s saloons. You can 
see the possibilities for improved 
conditions if twenty savings banks 
combine to get half of this yearly 
drink bill. The Post Check Cur- 
rency system would facilitate mat- 
ters wonderfully. One or two 
bankers have approved the sys- 
tem and signified a desire to adopt 
it for themselves, but I want it to 
become national in scope. I have 
been asked many times where I am 
to get a return from it, for it is 
not copyrighted, and I have noth- 
ing to sell. The plan was devised 
to supplement newspaper advertis-: 
ing. and will help daily papers 
everywhere. Further than that I 
expect to make nothing from it. 
Any banker who is willing to use 
it is welcome to it. I don’t care 
to pose as a philanthropist, but if 
my system can be made to save 
Chicago half her enormous drink 
bill I shall be thankful that I had 
a hand in it.” 
+o, —— 
A SCHEME! A SCHEME! 

A shoe retailer hit upon a very good 
way of getting the interest of the child- 
ren in his town. He bought several 

ross of small pencil tablets, the cheap 

ind that retail at from two to five cents 
each. He had his printer print a neat 
card on the front cover advertising his 
school shoes. A good cut was used and 
the ad well constructed to reach the 
head of the family. 
he ad reads something like this: 
“This tablet is presented with the com- 
owe of Shoeman the Children’s 
riend. He looks after the comfort of 
the little folk’s feet. He is giving away 
a lot of these tablets. If your school- 
mate has not already received one send 
him to me.” 

This was printed in a panel at the 
top of the shoe and this matter: “‘Here 
is the boy’s and girls’ friend. It is 
made especially to wear to school and 
costs your parents $2. Tell your mother 
you want a pair and have her bring you 
to our store. Grown up styles for little 
men and little women.” 

his plan is said to have been very 
successful.—Shoe and Leather Gazette. 





NOW FOR A TRADE. 

“So Jarvis got his wife by advertis- 
ing?” 

“Yes. and now he’s thinking of the 

exchange column.”—Judge, 
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PRINTERS’ INK will be sent to any address 
from now to January 6, 1904, for Five dollars. 


PRINTERS’ INK will be sent to any address 
for five years, from now to January 1, 1908, 
for Ten dollars. 


Five copies of PRINTERS’ INK, ordered by 
one person, but sent to five different addresses 
if desired, will be sent from now til! January 6, 
1904. for Ten dollars. 


Any person securing fifty dollars for sub- 
scribers, on the terms specified above, may 
deduct twenty dollars as an agent’s.commis- 
sion and remit thirty dollars in full settlement. 
By these terms a payment of thirty dollars 
will secure 


One subscription for PRINTERS’ INK /or 
twenty-five years or 

Twenty-five subscriptions for PRINTERS’ 
INK for one year. 


These terms hold good until December 31st 
tg02z, and no longer. 


This offer is favorable for advertising 
schools who wish to present their pupils with 
a year’s subscription to PRINTERS’ INK, and 
fcr newspaper men who wish their local ad- 
vertisers to read PRINTERS’ INK regularly, and 
thereby become more intelligent and, there- 
fore, more liberal users of advertising space. 


Canvassers may have sample copies free on 
application. : 


Address all communications to 


Printers’ Ink, 


10 Spruce Street, 
NEW YORK. 


























THE H-O SERIES. 


These specimens are selected 
from a series of sixty-three news- 
paper ads, aggregating 1,000 inches 
of space, which the H-O Company, 
of Buffalo, N. Y., will use during 
the coming winter in dailies 
throughout the United States. The 
campaign began September 1, and 
will continue until May 1, or dur- 
ing the “oatmeal season.” The de- 
signs are not only exceptionally 
strong and attractive, but the argu- 
ments that have been employed and 
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some sorts of publicity. Students 
of adwriting will do well to watch 
the series this winter, for it em- 
bodies many excellent ideas and is 
conspicuous for new treatment of 
a commonplace commodity. In 
placing this series the H-O Com- 
pany has omitted the Middle West, 
using dailies in the Far West, the 
South, the East and along the Pa- 
cific Coast. The reason for this 
omission is found in the price of 
H-O, which retails at fifteen cents 
per package. Ten cents is the 
standard price fer oatmeal foods, 





The Scotchman thinks 
he must get the bitter, gritty 
taste of oatmeal to be eating the 
real thing. You lose that in 
H-Q but that’s all you do lose. 








You cant make 
® s0th Century 


breakfast of a rgeh, 






















Now ‘here's. a breakfast dish 
that makes breakfast worth 
while—H-O. 
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the variety of changes that have 
been rung upon the commodity 
show thorough study in the prep- 
aration of the series. Oliver 
Twist’s famous request for “more” 
has been utilized as a thread to 
hang the ads upon, while an ele- 
ment of mild comedy has been se- 
cured with pictures of Oliver and 
the Beadle. “White space is the 
chief element in each design and 
the arguments are concise, simply 
worded and grounded upon sound 
business logic rather than upon the 
ornamental reasoning that marks 


but H-O is an exceptionally high- 
grade product. It is the experi- 
ence of the H-O Company that the 
people of the Middle West will 
not pay more than a dime for oat- 
meal. In all other sections, how- 
ever, H-O sells at the advanced 
price and makes its way upon its 
merit. The designs and the writ- 
ing were done by Calkins & Hold- 
en, 1135 Broadway, New York. 

_— 


Atways offer to refund money on re- 
turn of goods if they prove unsatisfac- 
tory. Few will return them—unless they 
are very bad.—The Advisor. 
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PRACTICAL TESTS. 

By C. M. Preston, Cashier South 
Chattanooga Savings Bank. 
Until three years ago, the South 

Chattanooga Savings Bank did 

very little advertising aside from 

publishing from time to time a 

bare statement of its resources and 

liabilities. The fact was more and 
more impressed upon our minds 
that the people in general knew 
too little of the true function of 

a bank, and to the average depos- 

itor such advertising as we did 

was meaningless, so we decided to 

issue a booklet setting forth as 
clearly and concisely as possible 
the fundamental principles of bank- 
ing, with information as to how 
to open an account with a bank, 
the difference between interest 
bearing accounts, and such other 
information as we thought would 
be of interest to the inexperienced. 
* * * 


The booklet was issued in a lot 
of 10,000 and very carefully dis- 
tributed. We felt its effects im- 
mediately! It was well received 
and many new accounts were open- 
ed upon the strength of it. 

* * 

About nats months later we is- 
sued a similar booklet, not going 
quite so much into detail, but set- 
ting forth the-advantage of having 
a bank account, the possibilities of 
systematic saving, etc. Encourag- 
ed bv the success of our efforts 
with these two booklets, we have 
since at intervals of from three to 
six months issued booklets along 
similar lines. We have carried in 
each of the daily papers of this 
city advertisements setting forth 
the advantages we offer in our 
savings department, emphasizing 
the fact that a savings account is 
the very best investment. In ad- 
dition, we carry advertisements in 
country weeklies similar to the 
ones carried in our local dailies, ex- 
cept that we give special emphasis 
to the fact that banking can be 
done with us by mail. This prac- 
tically includes the entire scope of 
our advertising. The question may 
be pertinently asked, which is the 
better way? We can answer this 
by saying, they are both good and 
each reaches a special class. We 
have found our booklets were most 
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effective among the timid class, 
who use the stocking and secluded 
corners as a depositary for their 
surplus funds, who have never had 
a bank account and look upon 
banks as selfish and disinterested 
corporations that have very little 
sympathy with the small customer. 
On reading our booklets they were 
pleased with the fact that we seem- 
ed to appreciate the small deposi- 
tor, and that banking was so simple 
and so profitable to those who ex- 
perienced its benefits. Our book- 
lets were written and illustrated as 
attractively as we could have them 
done, and this, coupled with the 
simple truths they contained, made 
them especially effective. Our 
newspaper advertisements appeal 
to those who know something 
about dealing with banks, and are 
induced to give us all or a portion 
of their account. When there are 
many living near us who cannot 
be induced to open a_ bank 
account, it is not strange that 
when banking is carried on. by 
mail, this class of people pay 
little or no attention to newspaper 
advertising. They like to see tne 
bank, come in personal contact with 
some one connected with it, and 
are not quick to go through the 
cold simplicity of sending their 
hard earned savings through the 
mails, and until they become more 
enlightened upon the subject many 
in the rural districts will continue 
to disregard the benefits of a bank. 
Again the question may be asked, 
have the results we have obtained 
been commensurate with our ex- 
penditure? We can answer this 
euestion also in the affirmative. 
While a bank’s dealines with the 
public should be with becomi*s 
dignity and reserve, and no great- 
er mistake can be made than to 
apnear over anxious for business 
or too liberal in dealing with its 
customers, still it certainly pays for 
anv bank ‘to be popular with. the 
public, to be accommodating and 
anxious for all legitimate business. 
While I have never known a prac- 
tical demonstration of the matter, 
it seems to me that the bank that 
advertises with a view of enlight- 
ening its customers and impresses 
them that its interests and theirs 
are mutual will be less liable 
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“runs” in times of financial excite- 
ment than the bank that shudders 
at publicity and keps its customers 
in utter ignorange of its affairs, 
and makes them feel that it has no 
other interest in them than a selfish 
one. “Runs” as a general thing 
are precipitated by ignorant de- 
positors, and for them to have 
some knowledge of banking seems 
to be an ounce of prevention. Our 
advertising has brought us much 
new business, but this is not the 
sole benefit we have received from 
it. Since we began to advertise, 
we have looked after the business 
we already had much better. When 
we advertised that we would do 
a thing, we were constrained to 
live up to our advertisement, and 
in doing so we rendered our old 
customers much better service, and 
we think that any institution that 
endeavors to keep its service com- 
mensurate with its advertising will 
be alike benefited. 
* * * 
Our capital stock is $50,000. At 
the time we began to advertise 
three years ago, we were the small- 
est bank in the city. Then our 
deposits were approximately $150,- 
000.” We have increased them to 
over $400,000 and have every pros- 
pect of continued growth. It has 
been unanimously voted by our di- 
rectors that on January 25, 1903, 
our capital stock be increased to 
$100,000, our surplus to $25,000, 
and our name be changed from 
South Chattanooga Savings Bank 
to Hamilton Trust & Savings 
Bank. While we do not attribute 
the necessity of these changes al- 
together to advertising, we feel that 
it has done much to bring them 
about. We make the change in 
our name because our business is 
constantly refused with other banks 
in this city with similar names. 
We will increase our capital with 
the hope of rendering if possible 
our customers better service than 
we are now rendering them and 
that the general scope of our busi- 
ness will be enlarged. We have 
already made an appropriation for 
the comins year to follow up our 
advertising along the lines we have 
pursued in the past, and will en- 
deavor to make it more systematic 
and thorough, 
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Special Certificates 


Banks and Bankers 


On deposits of $500 or 
more these certificates 
are issued, payable on 
ten days’ written notice, 
bearing interest at three 
per cent per annum. 

A general Trust Com- 
pany business trans- 
acted. 





Correspondence Invited. 





MISSISSIPPI VALLEY TRUST CO., 
St. Louis. 























ELEVEN FOREIGN TRADE SUG- 
GESTIONS. 

1. Study the local markets and cater 
to their special wants. 

__2. Give terms of payment or credit as 

liberal as those of European exporters. 

_ 3. Frame prices with full considera- 

tion for the currency of the countries. 
4..Pack goods with great care and 

special regard for dampness, heat, etc, 

5- Ship by the quickest and most di- 
rect routes, because of the long time ne- 
cessarily consumed between order and 
receipt of goods. 

6. Advertise in the local papers, as is 
done in the United States. 

7- Issue circulars and price lists, ac- 
companied, whenever possible, with il- 
lustrations, in the native language or di- 
alect. 

8. Select as agents only firms or men 
of recognized standing or influence, for 
the natives often jolee goods by the 
men who sell them. 

9. Quote the lowest prices possible for 
the best quality when introducing goods 
or sending trial orders. ° 

10. Remember that the large houses 
in foreign countries are naturally con- 
servative, and that hence the methods 
used at home may not avail in placing 
orders there, although persistence on 
the part of tactful agents will eventually 
bring large rewards. 

11. Finally, exploit the entire field 
with the same energy that is displayed 
in the United States, but with ways and 
means suited to the characteristics and 
conditions of the people.—Furniture 
Worker. 
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AN UP-TOWN TRUST COM- 
PANY’S ADVERTISING. 


With its incorporation _ last 
spring the Van Norden Trust 
Company, now in temporary quart- 
ers at 751 Fifth avenue, began sev- 
eral lines of advertising with a 
view to finding profitable methods 
and mediums. 

“The publicity of a bank that de- 





up savings banks is too undignified, 
and will not impress the people we 
wish to reach. In May we began 
using quarter pages in Life every 
other week. Life is read exten- 
sively in New York, especially in 
the uptown district. Our copy has 
been a combination of the old- 
fashioned financial card and the 
modern advertising talk. By print- 
ing our list of officers and direc- 





VAN NORDEN 
TRUST COMPANY 


751 FIFTH AVENUE. 
NEW YORK 
Capital and Surplus, $2,000,000 


Transacts a genera! banking and trust business. Pays interest on deposits, subject to 
check, Takes entire charge of investments and collects incomes. Furnishes information 
about investments and other business matters. Accepts Trusts. Issues Letters of Credit. 


NEAR 58™STREET 





Attention is directed to 


without visiting our offices. 


by mail or telephone. 


No. 8 


which banking operations are transacted by mail. 
counts may be opened, deposits made, and checks cashed 


which are conveniently sent with deposits by mail. 
Letters of Credit and Foreign Drafts may be ordered 


the facility and safety with 
Ac- 


We furnish small pass books 





OFFI 
Warner M. Van Norden, President 
William F. Havemeyer, Vice-President 


Warner Van Norden 





Edward S. Avery, Trust Officer 


DIRECTORS 
Semmens Gast 


CERS 
Morton C. Nichols, Vice-Pres. and Sec'y- 
Arthur King Wood, Assistant Secretary - 


Thomas P. Fowler 








Warner M. Van Norden Henry F Ernst Stginere 
William F. H»vemeyer Benjamin Perkins Charles W. Morse 
ohn H. Fla or Richard L. Edwards Mahlon D. Thatcher 
ames Talcou P John H. Washburn Henry H, Cook 
on. Curnelius N, Biiss oon an B. Currey Henry T. Bronson 
John Claflin Arthur A. Fowler 
sires commercial business and tors we get dignity, while with a 


household accounts is really an in- 
direct proposition,” says Assistant 
Secretary Arthur King Wood, who 
was formerly connected with the 
advertising department of Scrib- 
ner’s. “It is difficult to get direct 
business because the advertising it- 
self must be more or less indirect. 
The direct publicity that builds 


little chat upon our facilities we 
strike a note of progressiveness. 
It has been difficult to trace direct 
returns from this advertising, but 
there is no question that it will 
bring business if used persistently, 
for it gives us general publicity. 
Our most direct returns have come 
from booklet distributions and 
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from cards sent out by mail. These 
contain little argument, but we have 
been able to trace from six to a 
dozen new accounts to each piece 
of literature sent out. The one 
way to reach the best people in 
New York is by means of personal 
letters. Ninety-nine in the hun- 
dred go into the waste basket, but 
the odd one is read, and brings 
return. Our territory proper lies 
between Third and Sixth avenues, 
and soth and rooth streets. When 
our own building is completed at 
Fifth avenue and 6oth street we 
shall extend operations, sending 
out matter more suited to women. 
All matter sent out is either en- 
graved or printed in the best pos- 
sible manner. Good printing is 
never wasted in bank advertising. 
We maintain a branch on the East 
Side, at Grand and Orchardstreets, 
and send out advertising litera- 
ture in English, German, Yiddish, 
Polish and Russian. Our methods 
there are different from those of 
the main office, of course. One of 
the novelties that we find very 
good is pay envelopes, which are 
given in quantities to any employ- 
er who asks for them. These 
bring us to the attention of work- 
ing people at a moment when they 
are thinking of banks and saving. 
Despite all that can. be said about 
the waste of money in dignified 
bank advertising—and a great deal 
of it is wasted in financial cards, 
beyond question—there is still 
much advantage in conservatism. 
There are two sorts of dignity— 
that of the London banker who lit 
his bank with kerosene lamps and 
refused to put in a telephone, and 
another kind that combines plain 
statement in advertising with a 
certain intangible reserve that re- 
flects sound business methods. The 
first is the sort of dignity that 
makes people afraid to go into the 
bank at all, while the last is the 
sort that inspires confidence and 
yet misses no opportunity of ac- 
qainting them with the bank’s ad- 
vantages. Modern banking pub- 
licity will be developed along the 
latter line. I am glad that Print- 
Ers’ INK is giving attention to fi- 
nancial advertising, for I have read 
the Little Schoolmaster since I 
became connected with -Scribner’s, 
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and know his standing among all 
classes of advertisers. I am sure 
that the banking number will be 
a great help to those officers of 
financial institutions who are 
studying methods of advertising 
them.” 


—— te 
“A LITTLE LIGHT IN A NAUGHTY 
WORLD.” 


A slum worker, philosophically inclin- 
ed, once placed a little marble statue on 
the table in a filthy tenement house 
apartment. It was not long ere the in- 
fluence of the mute missionary began to 
make itself felt. The contrast between 
its virgin whiteness and the surrounding 
dirt and grime was so marked that first 
the floor was swept, then the windows 
cleaned, and the process continued until 
a radical revolution had taken place. 
Hire an advertising man, give him 
carte blanche, and soon you find that 
something is subtly happening. If he 
strikes a high note in his advertising, 
talks quality rather than price, and 
lates on your exalted, legitimate methods, 
oy will find his projected ideals slow- 
y becoming realized. If from the date 
of his engagement you should find the 
clerks getting careless, and yourself less 
insistent on the quality and kindred ideas 
—fire the advertising man. You can 
find the reason in your ads.—Apparel 
Gazette. 


EXPOSED IIM. - 

“The middle classes ‘cept no favors 
from the great corpora'.on nowadays!” 
declared the agitator. 

“Aw, go on,” replied the irrespons- 
ible party in the audience, “you’ve been 
living off the free samples of breakfast 
food left at your house for the past three 
| ag — Cincinnati Commercial-Tri- 
une. 








“BANK 
NOTES” 


A co; yrighted little booklet of short 
E hat they are tothe 


initions of bank and em words 
and phrases likely to y- >; and instruct 
all readers. 


For tous distribution by banks to 
their depositors, and the public generally. 


ative. Su Suggestive. Brief. 


Price, $10 per, 1,000, 0, including your —~ 
on the co Sample copy, 4c..in stamps. 
Addre ine Notes, care Printers’ Sah, 
10 Spruce St., New York. 
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Increasing the Deposits 
Our way to increase a bent + sits 
n good advertising and ae sense 
We will exc ¢ the main idea for 


your address and such particulars you 
may care to to send. 


PENN BUSINESS BUREAU, 








LOCK BOX 258, PHILADELPHIA. 











42 
THE IMAGINATIVE FACULTY. 


“Our magazines,” complains the dis- 
satisfied person, ‘“‘show a decided falling 
off in the, inventiveness of our writers 
of fiction.” 

“Why,” responds the up-to-date read- 





er, “you do not seem to keep up with 
the advertisements.’ ’*—Judge. 
~~ 
BE TIMELY. 


There is no better method of reaching 
the people than through an advertisement 
that appeals to the wants of the moment. 
—Architects’ and Builders’ Journal. 

——_ +9 

NeEveR use light- faced type when you 
can use a bolder one—boldness carries 
the convincing argument home and gives 
it a lodging place.—The Advisor. 


—_+or—__—_ 
Classified Advertisements. 


sine wader: this head two linesor more, 
Must be 


ithout d: y, 25 cents a line. 
handed in one week é week in adrance. 


WANTS. 
a * TIMES-DEMOCRAT. Charlotte, N. C., leads 
semi-weeklies in the State. 
y an man with thorough training as ad- 
———e sol'citor wishee position. “R. i a a 
care i Ink. 

M° than_ 200,000 copies of the morning edi- 
- of the World are sold in Greater New 

York every day. Beats any two other papers. 


DVERTISING MAN on chenge: Pet of 


ability, ideas. experience: 
be A for beet a. ur. la) pony 5 _ with some 
of th *O. ¥ # 
WANT work (nut a posi position) to — eire’n 
or adv. on in small city. Middle West 


ref'd Nowemployed , 20 years in bus. 
r. industrious, proven integrity. *'Z. 


WANT smart youth sell my Chinese curios. 

If he catch much business he earn many 
cot. If some American stamps send me for 
= Hy ee Aas aaapees sen. ZAH SAH 
O. Shanghai, C! 


amtae—Seuia ae 


dept. 8o- 
ah Se! 


as manager or editor of 
daily in town of about 20.000. Printer, 
pene educated. sober. steady. industrious. 


enced business and newspaper man. 
Might invest. os DION, ”” care Printers’ Ink. 


\- oe or Solicitor Toamanof 
who can show “age we wili 
offer an on opportunit 
6 eae e 

nfidence. THE ED. 8 ‘RALPH 

ADVERTISING AGENCY. ENCY. Springfield, ‘Ohio. 
LL irculation write 
for prices and samples of the ten “aifferent 
books Foes a by us and written by Murat 
Halstead. The ewe ying pe pee 43 Over 
6,000,000 sold 
ves books. 
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THE DOMINION COMPANY. Dept. D, 





I } WANT A NEW JO 
Business soid. Ho‘ aed hel: a 
make it worth 400¢ premium on capi 
year's appro) tion. on Last year's 
business over a million. I was the ad mar and 
{ NT A NEW JOB. 
Address “ JOB,” care are Printers* Ink. 


ELPER WANTED—A you young practical printer 
H gL hag received a thorough ‘edueation in 
rst-class 7o' 


count: per Office is wanted 


ave good c! 
come well recommended. ddress * 
a ’ Ink 


care 
OA 
S tte ‘CAPITALIZED ADVERTISERS. 
f bere ve been making a remedy for 25 
which is better than on waay on which 
tunes have been made. by 3 ould 
= to meet a man or men who wou) Sy it = 
be marketand who are wiiling to 
Address REX.” care Printers! = 


VERTISING CAPITALISTS OR 


years 
for- 





PRINTERS’ INK. 


E CHARLOTTE paws heads the list of 
bg oon papers in No! rth Carolina. 


ee | mage oent PUBLISHERS—I have a holi- 
vertising yab- 

lishers “T have with great success 

and pane profit vo a + consecutive years, 

regular display rates. rge 

eadventioers paid extra for choice tions and 

took large space, from $20down. Many “ smal)” 


men, who advertise at no other time, took $1 
pacer. Will send ho A of plan on receipt of 


No stam’ mo per eater fe 
PROBANDT, 174 Harris 
Avenue, San Angelo, Texas; associate editor 


porrespom lent Houston Post, St. Louis 
Kepublic, Chi jcago American, etc. . 


Pe asctaL 
ADVERTISING. 
This branch of our business is !n the hands 
| of Mr. Leroy Fairman, who has had long expe- 
rience as a specialist in preparing dignified, im- 
pressive and successful advertising for banks, 
trust companies, corporations and financial 
enterprises in general. 

We are always glad to submit ideas, plans 
and sketches to prospective clients. 

Examples of our work are reproduced else- 
where in this issue. 

We do a general advertising business, each 
department being in the hands-of men of 
ability and experience: have a most efficient 
art department and are in all respects amply 
equipped to give advertisers in all lines of 
business prompt, intelligent and profitable 
service, 

We are now doing eminentiy satisfactory 
work for Jeading American advertisers, and 
it would please us to show vou what we can do 


® 
$1 ps. 
References on request. F. 
Press 

f 





for you. 
THE GEORGE ETHRIDGE COMPANY. Inc.. 
33 Union Square, New York City. 


oo 
FOR BANKERS. 
A® advertisement that will last a lifetime. It’s 
the ‘ TRIPLET.” asteel Pg ay 
Busines —name of your bank cut into the stee 


it be t 
THE ce COATES COMPANY, Uncasville, Conn. 








‘‘Made from a Nail” 


Fifteen Designs—including Forks and 
Spoons finely polished and plated. The 
tableware is appropriate for Souvenirs, 
premiums, or mail order trade, while the 
paper knives and cigar box openers are 

THE BEST ADVERTISING 
novelty—because they are new, substan- 
tial, attractive and cheap. Sample Knife 
and Booklet exchanged for your business 
card. Write 


Agents Wick Hathaway's Concern, 
Wanted Box 100, Madison, O. 























ACCOUNTANTS. 


0 CASinRs AND BOOKKEEPERS. 
ZER eree. oF at ws AND AR- 
RESTING PERRO IN Ai COONn TaN 1G 
PROMPTY D D ARRESTS ERRORS 
Wome e ADDING, SUBTRACTING, TRANS- 
SAVIN G TIME, LABOR AND WORRY ; SOME- 


TIMES 
ox nat BY CaeereRe AND BOO yt 
F BANK; AND BEST COMMERCIAL HOUSES 


THROUGHOUT ; cee nee a AND CANADA. 
READ W 


po) CoLo. — Your Zero System is all 
ou claim, bri “first lick.” Had I 
ad your System 25 — ago, what a vast 
amount of checking, rechecking, and re-recheck- 
ing it would have saved me in all those years! 
Isaac Gantz, J. N. Beaty & Co., Bankers. 
MANILLA, IND.—Having used your Zero Sys- 
tem now the a mon I ar concluded that 
no book keeper, =f in bank work, can 
afford to do Without it i. It would be an excellent 
investment at os times its rice. 
H, O. Gross, . Manilla Bank. 


Inn. —I have been keeping books 
15 years, and have tried th 1 other detective 
— E a ft. points, and some 
much time. I have 
ours one nm 3 Fi have tested it in ever 
_ could —— of, and I must say that 
ect. Inclosed check and ge for 


Lewis M. 3ExToN, Rush County Nat. Bank. 
a lnp.—We have been using your 
‘stem six months, and to say it saves time 
7 al ris o putting it eee it saves immense 
time. We have been keeping the books of this 
bank 14 years, and in that time have tried various 


oun 
and !abor each day, 7. ond we indorse it without 


reserve. 
H. P. MOGUIRE and WILBER STIERS. 
Rushville Nat. Bank. 

RUSHVILLE, InD.—We have been using your 
Zero System one month. We never made a 
bettor investment. It does you claim and 
saves us @ lot of valuable time 7 day in our 
work. No bookkeeper can afford to be without 
an aid which s so adds to accuracy, and lightens 
labor. We not only recommend it, qo urge its 


adoption. 
Cashier Farmers’ Ban king Co. 


RUSHVILLE, —I have had your Zero Sys- 
tem only a few weeks, but it pee more than 
fulfilled my e: ons. | find it rrors 
atonce, — isa aidin Jkt. the work. 

PAYNE, Cash. People’s Bank. 


ane arpeees, Me —Your Zero System 
proves all I had hoped. I use it yo} D —4 
yg oe a — sooend caving : of = at 
each day. culty in apply 
once to my books. To accountan tamte anxious 
have their work correct at ail times your en 
offers an invaluable guide and monitor. Com- 
pared. with old methods of proof it is a great 
saver of time and nerve force. 
C, C. TayLor, Cash. Citizens’ State Bank. 
Kansas Ciry, KaN.—Having used your Zero 
System now one month, I find that it ¢ greatly 
facilitates my work; it is evidentiy all that 
claimed for it. J. RATCLIFFE, 
oe Nat. Bank. 


Beaver Dam, Ky.—l am getting on finel 
with the Li System. and LE would not part wit 
it for anyt! a ~, now get my tri-balance “ the 

Itis worth many times the money I 
paid for it, and I am pleased with it in every 
— CP. Austin, Deposit Bank. 

NEYVILLE, Ky.—I am more than pleased 
with your Zero §; stem and would not part with 
it at any price. g it I have not had 
the least Trouble with — ree pledge 


and check fora BB. Pos for cin 
ponten, Bank eyville. 
jURG, Ky.—Now 14 months since I 


are ae free 
home with perfect SS * m "s work. 
“~ W. Janv. mn harmoe bank 


RGANTOWN, Ky.— 


books gyaemslace the = Se ia rae 


now without detecting it. 
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self on hing ouch a safeguard against erro’ 
80 cheably bookkeepers _ +4 how easy it ‘is 
to 0 straight by using the System, they 
woul ai -— . rful little thing to be 
System is a powe' le 80 
effective. I have been expert menting tow three 
months with it, but the Tesult ts the same thing 
ey time—balan a cent , nO more, no fess. 
experiments would end so well there would 
fail thers poner how _¥ the 


ngs answer, the System ‘tells 
—- "bow it is done. 

J. E. Dooutx, Deposit Bank. 
SranrorpD, Ky.—! have your Zerc 


System two years with entire tees ontiafastion: Its 
cant caine based upon a math- 


= pe § 
fitable. The bookeey i 

the § eer for the benefits it confers in pie work; 
the mathematician as a 








leasing S 
. H, WEAREN, lst Nat. Bank. 
Sitver City, N. M.—I have eh using your 


Zero System in my office work for the year 

and I find it saves me an bmw amount of 
work. The System is all right, and 1 would ad- 
vise all accountantstolearnit. It oualeee be cheap 


at ten times its 
H. ABRAHAM, ty ves me 
Cotumsia, 8. C.—I have j leted an 
ive and critical examination of he books 
of one of the banks of this State,a d in doing 
= work I found your Zero System an invalu- 
Pp. 
WINTHROP WILLIAMS, Accountant. 
Forney, Texas.—Your Zero System is all is 
claimed. We substituted it at once —- our old 
methods of proof. We have ni A gy , but post 
direct from checks and deposit tickets. ’We used 
to work at night, but now we seldom have to 
light up, your System putting us ahead in our 
work an hour or two every day. The time saved 
we put indoing other things. fecently we have 
been using = System in connection with the 


Som : ptomete: ‘iting 2 eee is —_— 
ral . 
—_—s Nat. Bank of Forney, .exas. 


Fr. WortH, Texas.—The Zero System _ co! 
fully up to ail i its claims, and saves a lot of ‘ones 
I have an immense amount of detail work, which 
heretofore ui three men. I now do the 
work with the he p of one young man,and my 
success in keeping up is largely due to our use of 
the Zero m. ‘ore using the System I 
never got a balance without rech: ; since 

using it 1 have mover had once to rec! 

beartily recommend it haay »d bookkeeper to save 

FERGUSON, 


time and oe 
Land nate Bank of Texas. 
RIA, KAN.—Having tried and abandoned 
stems, I have su 
's — of your Zero 


pane ¥ sue. 


until 
to ty 
r =e from 600 to 1,000 open accou! 
Being very busy, a period of seven months has 
trial bi of this 





I 
found the ae arae had eff: juded 
all errors, and I got my balance of seven months 
without a quiver. H. MCBRIDE, 

Hardware Co. 
Ase, W. —A year ago I myo f 
found one of your I a it was aa, 
cow ze am no lo asiave to ks . ae, 
es to me. ces are play: I strike 
them the. first of A month every , without 
king. ear: xtra heavy business com- 


my, ce came right, to the cent, on first ad- 
ion. I would not keep ks another day 
without your Zero we ——*, E. A MrRs, 

& Dunn, ee. 


Sr. Jonny, N. F.—Thanks to your Zero 
had A Agee west ns all up, ks 


pearly its ready to send out on the 151 ist. 
known, 20 years ago, all the trouble and 
worry ahead of me, and had then com 

id said, “‘Here’s asimple thing will save you all 
of this wi worry,—it’s yours for 
$100,” -~ could dey — spoken with m 
present know: poten 5 would have said. “Here's 
your money 8 4h 


Horwood Lumber Co: 


Send for ee mention Pruvrers’ Inx. 
Box a, Bajo F, 


‘Washington, D. 








a VERTISING MEDIA. 


RIAL in nos., 50c.; 20 words, 25c. 12,000. 
INLAND KEVIEW, Akron, 0. 


UNLIGHT. Pulls mail orders. 2c. for sam- 
ple copy. SUNLIGHT, LIGHT, Memphis, Tenn. 


T= CINCINNATI TRADE REVIEW reaches 
the general merchant. Write for rates. 


OR best service in Northeastern Penns: fren. 
advertise in the SCRANTON REP 


& CENTS per inc! n per day; di na 
25 fat rates. ENTER RPRISE, Brockton, Mass. 
4 WORDS, 5 times, 25 cents. DAILY ENTER- 

PRISE, Brockton, Mass. Circulation 8,000. 


oguuarios, city of Brockton, Mass. 
e Brockton NTERPRISE c covers thee ity. 


ANT ads cent a word for two issues—cash 
Ashlawa'D order. SEMI-WEEKLY TOWN TALK, 
Oregon. 


ga" 4 WORDS, ag month, 35c. 
—- PACTS AND AND ¥ FICTION, 
334 Dearborn st St., 
NY person advertising in in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year 


T*5 = Jacksonville, Fla., METROPOLIS is the 
leading daily newspaper in Florida. Guar 
anteed average sworn rn daily c circulation, 7,214. 


TRADE PRESS LIST, Boston, shows through 

its compiled lists the trade publications of 
the world, under specific headings. A most val- 
uable office reference. 


BUYS WHITE’S SAYINGS until January, 

ae. a journal of Western advertising, 

filled with nal advertisin; gi dol- 
lar’s worth. HITE’S SAYINGS, Seatt) 


DVERTISERS’ GUIDE, Newmarket, N. J.— 
Circulation, & Mailed paid one 
ae. Ad rate 10c. nonpareil line. Close 
th. A postal card request will bring sample, 
OM fist of 
a of 1 


r line for each insertion i entire 


a ayers. LOO ostly in 
ew New sey Penuartvanie. 
UNION. PRINTING toe 15 vO. St., N. Y. 


10% WILL pay for a _avetine advertisemen 
four weeks in 100 Illinois or Wisconsin 

newspapers. 1 AGO A 

10 Spruce St., New York. Catulogue on 

application. 


HE YOUNGSTOWN. VINDICATOR, i 
ing newspaper in Western 0 Ohio. Daily, 

and weekly. Nes statemen 
s for space of LA COSTE & MAXWELL, 
sau Beekman Bidg,, N. Y. City. 


3000 & i ee circulation, 15 cents 
That’s what the PATH- 
a 


Patronized by al 
order firms. If you are Co ghee and do not 
a of the PATHFINDER, you are missing 
mething Ask for sample rates, 
THE PATH INDER, Washin, Washington, D. C. 


HE_ NATIONAL i EARMER AND STOCK 
bytes aod is rs. —— ow, farm pa- 
ard live stock rais- 
‘agricultural = 
largest c eat clreulation in its 


OMeN, 


‘and 


copies, and each edition in 1903 is guaran to 
100,000 wyupso nad nel lac yey — 
address any u 





SUPPLIES. 
D. WILSON PRINTING INK CO., Limited, 
e of 17 Spruce 8St., New York, sell more mag- 
yearn cut inks than any other ink house in the 


a prices to cash buyers. 


——_+o>—___<— 
MULTIPLATE PROCESS PRINTING. 


LARK & ZUGALLA offer the best letter-head 
value ever shown—5,000 for $8, on a g 
linen paper. 88 Gold St., New York. 


PRINTERS’ INK. 











_CAPS. 


ANBURY HAT CO., 50... ¥. Y. 
Caps quick—any ad embroidered on 


PRINTERS. 


EPOSIT SLIPS—We make theme a 
and furnish them L= low 


—~ y 
UNCER e PRINTING 


and — for the asking. 
co., 

LINEN Letterheads, $1.50; 5,000, $ 
1,00 blue or black im * Money bac ick 
if dissatisfied. Samples of me. 


PRESS, Easton, Pa. 


os. JF Boa ms are not satisfied where you are, try us. 
. A Ties all a book - 4-4 nore 
rin rom) and satisfac 
PRINTENG CO. IB Vandewater 8t., ow York. 
Dost slipe, checks, n notes, drafts, letter- 
heads an may for banks printed at 
lowest prices on ite for samples, 


Wri 
Excellent work only. 7% ERICAN — ING 
10 South Wall St., Columbus, Ohio. 


nein die embossed stationery is the most 
ular with banks. We make it and will 

glad send you sample book and prices for the 
. The canapuaggre acute recommend- 

ation of our wo! ngraved busi- 
nesscards. BROWN & BIGELOW, St t Paul, Minn. 


ITHOGRAPHED bonds and cei 


&C Lithographers and Printers, 105 W: 
St., Now| Y 
ANK-TALES 
To newspaper readers 
ing savings di Jeposits. 
pers juasive, —_ SHORT. 
ys ively oven, post — 
35 cents per doze id 
Onl wy one bank 
BOWER, st Walnut st, Cincinnati. 


SMALL SPACE WELL USED 
How often you hear somebody say : “ Now 
there's a small space well used. It stands right 


~~ arrangement caught 
tt small ad stand out more 
nently pian one twice its size, but not so 


"One of the things we particularly pride our- 
selves on, is this und tobe setting advertise- 
ao Hy tl seen, no metter fo] 
position they occu; 

Printer probably has notthe ng etutpmeye me’ {for doing 
his that we have, probably he *t kno 
how as well as we do. 


We furnish elect too, if you like. 
This is only one of zs = © for advertis- 
ers—the printing of catal booklets, circu- 


are some of the other 
‘We make them stand out of the crowd too. 
PRINTERS’ INK 


10 Spruce St., New York. 


FOR SALE. 
aTING WEEKLY. C6unty organ. Big circu- 
lation. LEE LANGLEY Atlanta, Ge 
2 5 saa ey wy of PRINTERS’ INK, $1. 
al St., Germantown, Philadelphia. 
oveane one from Mt. Pelee. Package lic., 
stpaid. J. MELLICK & CO., Easton, Pa. 


~ a A section of good land in Nor- 
man County, Minn ., for sale very cheap. 
poesee: W. KNOOP, ‘Garner, I Iowa. 


HE CHARLOTTE NEWS and TIMES-DEMO- 
CRAT have the largest circulations in the 
best city and county in North Carolina. 


be OU can buy space in the » Caesiate NEWS at 
asonable rates. It careies mare advertis- 

ing than any other North Car Carolina daily. 
PACE for pale im every issue of FACTS AND 
FICTIO! oS. per line, Circulation 75,000 
monthl ln i Is resul pay. FACTS 

AND FICTION, Chinese 

RIGHT WEEKL 


Y. Fine adv. and job busi- 
ness. Hour from New Soee Bargain—for 
reasons, Inquiry and 

“ NONPA 


m invit 
aad Printers’ Ink. 










































.- 











FoR ae SALE—Good book Matery in town of 
00 inhabitants. . aa 


is 

new, with — will eel at bargain i rnold be 

tore first o} Good reason for ing. In- 

quire. BING ANTON BOOK BINDERY, Me Gourt 
Binghamton, N. Y 


aonlienee PS 
RUBBER STAMPS. 


you name, business and address on a neat 
bber stamp, with pad and ink, mailed 
for two dimes, 
P. 1. DURHAM CO., Corry, Pa. 


———_+0+ 
INTEREST TABLES. 


I ANK MEN—Iet us send you a “ Perfection In- 
terest ta. te ” prepaid. If anitetactory, re 


mit 50 cents. If not, 4 2 re 
ostage. pu 

=a ata ciance. Saves — eyesight, 

te ee fterest 0 on to to — 000,000, one to six 

ors Errors impossible. 

Phree fo; for Fg M RROR ‘PRESS, Danvers, Mass. 

——_+o+—___ 





AD-CRITICS. 


D-WRITERS, bankers, -m o merchants, 
1 FIND FAULT FOR A DOLLAR. 
Send your ad, plans. at. or copy 
to me for criticism and improvement. 
One help —y—> or the detection 
of a single yy repay youa 
hund fold, if m3 my week is not 
0. return the dollar. 
BEN. ETTER, severmees Critic, 
x 
————_ ++ —__——_ 





00, Scranton, Pa. 


PRINTED CARDS. 
"7 C. 100 professional or vis visiting cards, leather 
2D case, postpaid. Samples free, GILLILAND, 
Printer, Tarentum, 
TO LET. 


T°? LET—Three gr at No. 10 Spruce St. 
ieee 4 Ap ay 





to GEO. PS ROWELL CO., owners, on 
premises. 
FOLLOW-UP SYSTEMS. 


gg matter telling all about them free. 
THE SHAW-WALKER CO., Muskegon, Mich. 


PREMIUMS. 
M°24t HALSTEAD’S books have had oo 
able sales. a 6,000,000 sold in 6 

Demand steadil: By 

10 different books by this author. Best of pre’ 

ums for agree Boutin and who! Satintacto. 
ry prices. T. MINION CO., Dept. D, Chicago. 

ee 


EXCHANGE. 
BE xonanes what you don’t want for some- 
thing you do. If you have mail order names, 


pete cuts or somet similar, and want as ex- 
them for others, put an advertisement in 


PRINTERS’ INK. There are ably many } r- 
sons among the readers of this paper with = 5 


% cents per line eachinsertion. Send along your 
advertisement. 
TRADE JOURNA LS. 


I ARDWARE DEALERS’ MAGAZ 
Sample copy 10 cents, New Tonk Olty. 





————__+~or—_<—<— 
PRINTERS’ MACHINERY. 


\ JE pBoY. & SELL OR EXCHANGE 
ters’ machinery, material and supplies. 
e from. all foundries. 
eerfully furnished. 


Typ 
Quality ab above e 
NNER, FENDLER & CO., N. Y. City. 
or 


BANK SIGNS..~* 


| gy 3 BRASS. Nothing looks better is 
substantial, nor lasts longer than our 
hand-engraved. polished brass for banks, 
trust ae and financial tutions. Made 
te measu Reasonable. Satisfaction guaran 
teed. fend co iT for free meee Ts 
F irst Lexington. 
CO., Box 426, et ——®, Ky. 


We have ab ished - 
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COIN CARDS. 
s PER 1,000. Less for more; printing. 
THE COIN WRAPPER CO., oilt, Mich. 
ASCOT MONEY MAILER beats them aill. 
Carries bills or any a ae of $1 up to 9 
cents in coin. Very liberal room for 
advertisement or blank pH ng ete. Novel and 
neat. Sample for HE KELLOGG 1 dozen 10 cents. 
TH OGG MFO. 


» 229 Broadway, New York. 
See Advertising Novelties below. a 


CA LENDARS. 


OST artistic line of adve 
4 ever offered. Write for price 
BASSETT & SUT 


I 
man St., New "York City. 





calendars 


—_ 


ADVERTISING NOVELTIES. 


Bane for SpeunGonsent globes, effective night 
oy; wit Sogen. ot or A go for 8 cents. 
BUCKE EYE SHADE CO. ee Ave. 


Columbus, Ohio. 


THOUSAND Reciprocity Pasties with yo 
advertisement on the back will cost y: 
} = E we Geena EJeP COMPANY” Ss 
ool St., Boston, Mass. 


PEBMABEN® advertising is best secured by 

the XXth Century pes Tables, a 
138-page ik of great value siness men. 
ARSDAL , 9 Warrer Warren s, New York. 


B*peciat and trust companies, we are eas 





not plans to increase your 
and te = [~ oe wine institution. Write us 
ITEHEAD & HOAG 


for for particulars 
DVERTISING BUTTONS | for newspapers and 

AD rehants. Kvery ad sure of of sect iy : 

apecial | ee. top column 

mous. Write for ces (they're b Daa ) ST LOUIS 

BUTTON CO., 620 N. Broadway, St. 

LE--Attractive, durable desk de- 


pan 20c. “THE INDEX C CO. "Providence, I ne 


MAKE desk clocks and other metal goods. Of 
the clocks 1 have an endless variety of atytes 

and prices. If you are a banker, a merchant or 

resent customers 2. 


sonia, Conn, 


DVERTISING NOVELTIES THAT GUARAR 
TEE RESU oe oe om ag e do 
make “fans” or “calendars.” We do rae 
real novelties snd bri out new ideas. We have 
no “free samples.” a> ve) too Si potes 
——_ pate if ite for 
Packet an and send 10 ane to ek 
if you order. 
Broadway, New York. 





HALF-TON TONES. 
ERFECT copper half-tone tones, 1-col., $1 ; 
PS in. THE YOUNGSTOWN ARC x- 
GRAVING Youngstown, Ohic. 
END us an order for ‘for news| nowtpeper r half-tone. md 
Lf. Gon” send us the 


plsase You you. TH CaaEe SR sae oat 60., 





ILLUSTRATORS AND ILLUSTRATIONS. 
SENIOR & CO., Wood Engravers, 10 Spruce 
e 8t., New York. Service goodand prompe. 
—__ ~~ ——__—_ 
BOOKS. 


EPARTMENT oroes DIRECTORY. 
$1 postpaid. 253 Br 53 Broadway, New York. 


EBD clamp for ots vance dvance specimen pages of J. 


Angus mald’s book, “ Successful Adver- 
ti ’ now in press. LINCOLN PUBLISHING 
co., vident Building, Philadelphia, Pa. 
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r err of splendid ideas tor publishers 
r © pages others in our new Sist annual catal 
; sent free. mes are fore- 


reliable 
ae attractive kindred lines. 
Je MYEKS CO., 48-50-52 Maiden Lane, N. Y. 
aging 4. COURSES HEWSEAPER—Text- 
newspaper makers. Worth i 
ating a in prac al instruction. Subjects 
man. field, opens. Tr, news, head- 
@. daily. aes how to 
» how to 
S book ne 
n- 
ae rsed by leadii Bound in 
cloth, $1 ch, $1 postpaid.” TH area COMPANY. 


wn 
MAILING MACHINES. 


r HED DICK MATCHLESS MAILER lightest and 

ickest. Price $12. yal LENTINE, 
Mfr. Gs Vermont 8t., Buffalo’ 
<<. 


MISCELLANEOUS. 


Wier +— fo a Non-Gummable Mucilage Bot- 
use, 4 oz. size, filled with our pure 

no acid. pecoein for 30 

e name of your deaie + a ith 

all: orders. ° You i ng 


Fr “bow t hel 
W.P. &C.P POTTER. 118 sates St... Oorwith: Ct. 


ANKERS and business — do you want an 
pavermeonens Las will be retained and 
Try day 


gum arabic ooo age, 


rybody Anew iovuaiioes Rei 
fon partion ‘Sample 25 cents , cheap in q 
KEYSTONE CO.. Box 1087 Pitts! ure, "Pa. 


TRADE PAP PAPERS. 
GED ot ton $1 for r Year's paid ad id advance subscription 
IRROR, Danvers, Mass. 
——_+oe—__<_—_ 
BANKERS’ SPECIALTIES. 
HE XXth Centur 





Interest Tabies is a new 
-—o of computations be bankers at modern- 
pene Saas we $2 am ane * Ber 
cent. One "to five e years on $1 to $10, 
curacy me ia ied to by public accountatits. 
= he bound, flat opening I have man: 
le of appreciation from bankers. bow) $i, 
d.or sent onapproval. H. VAN A SDALE, 
9 Warren St., New York 


BUSINESS OPPORTUNITIES. 


O° BANKERS — Periodica: } pabhching busi- 
nesses have not been exp to any extent 

but afford an excelient inueteiad investment. 
Substantial, stable pesccetione cap be acquired 
= what they are -pa: 10 to 15 per cent upon. 
I handle most of t large outright sales of 
class publications, but. seek co-operation of fur- 
te ital to organize in some promising fields. 

IN P. HARRIS, Broker in Publishing 
253 Broadway. New York. 


ee ee 
BANK ADVERTISING. 
A N OFFER 
To Banks 
—and trust companies. 

A year's advertising campaign—the plan and 
all -opy for ads and literature—is offered at a 
BS ae ——- price by an experienced bank 
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ADVERTISEMENT CONSTRUCTORS. 
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Advertising that has 
the earmarks of honest 
endeavor is never lost. 

To carry force and 
conviction it should tell 
a plain story, rightly 
presented. 

The printing must 
be done in a striking 
manner. It may be 
plain or sumptuous in 
appearance, but rightly 
done it has the chances 
of success. 

We are advertising 
agents ; that’s our bus- 
iness. We attempt to 
put force and convic- 
tion (the earmarks of 
honest endeavor) into 
the advertising litera- 
ture we are instructed 
to prepare. 


Weplan, write, 
print and place 
bank advertis- 


- 
I ng - ADDRESS 


& CO., Advertising Agents 
10 Spruce Street, New York. 














PRINTERS’ INK. 

















The San Fra 


IS NOW IN ITS 47TH YEA 


It has always been a paper which appec 

the class that upholds law and order. 
FULLY 90 PER CENT OF ITS LARGE 
OF THE PACIF 
It is Republican in politics, and entirely non- 
Its advertising columns contain the annou 
San Francisco. By successful advertiser is me 
brought an increased and increasing business. It 


; 60,000 Co 


Can you afford to ignore a publication of its 
you read the letters on pages g and 11 this 1s 
equally flattering. You will note that the wr 


“THE B 


Advertising Medium i: 


That is the conclusion of nearly every advertiser wh 
If your business is not represented in the Ca.1.you fi 
people of means and intelligent discrimination. Qi yoi 


JOHN D. SPRECKELS, Pul 
SAN FRANCIS( 


STEPHEN B. SMITH, Advertising Representative, C. 
30 Tribune Building, New York. 
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‘ancisco Call 


i YEAR OF PUBLICATION. 


appealed to the home-loving element—to 

r. 

ARGE CIRCULATION IS IN THE HOMES 
»ACIFIC COAST. 

; non-partisan on all questions of home policy. 
announcements of every successful advertiser in 
r ismeant one whose methods of publicity have 
ess. Its czvcatation is guaranteed to be in excess of 


Copies Daily 


on of its standing, influence and circulation? Have 
this issue of Printers’ Ink? We have others 
the writers do not say “one of the best,” but 


E BEST” 


dium in San Francisco. 


ertiset who knows. Circulation records open to advertisers. 
\LL..you fail to attract the attention of a large number of 
Cun you afford to ignore them? Write for rates. 


S, Publisher and Proprietor, 
ANCISCO, CAL. 


2, C. GEORGE KROGNESS, Advertising Representative, 
Marquette Building, Chicago. 
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A JOURNAL FOR ADVERTISERS. 
t=” Issued every Wedne Ten cents a 
Fa ee tg price, fi ollars a year, in 
La sea Six ¢ hundred. No back 
neg Being printed from plates, it is always pos- 
sible to inven @ now oan of five hundred oop 


application, obtain et oe col 
If an: rson who has n: not paid oitices- 
’ Ink it is because some ad a 
subscribed in his name. me paid for. is sto 
at the ener of Ld Le} os 


Classified odbeertiouments " rn a line: six 
ars y display jo cents 
line; 15 lines pace. 8 
position ag ae per cent oral onal, if vrant- 
ed; discount, five per cent for cash with order. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears, 50-52 Ludgate Hill,E.C. 


NEW YORK, NOV. 12, 1902. 


Ex-CoMPTROLLER of Currency 
James H. Eckels is now president 
of the Commercial National Bank, 
Chicago. When seen by a PrRINT- 
ERS’ INK reporter and told of the 
Little Schoolmaster’s bank adver- 
tising number he made the follow- 
ing statement: 

“T imagine that what is termed judi- 
cious advertising can properly be under- 
taken by a bank in order to gain busi- 
ness. But the term ought not to include 
a character of publicity which puts bank- 
ing on the same plane with patent medi- 
cines or breakfast foods. There is a 
certain dignity which ought to character- 
ize financial operations in all their de- 
tails, and such dignity should not be 
wanting, most of all in the use of print- 
ers’ ink. The publication of reports of 
a bank’s condition and the publication 
of statements compiled by a bank of 
domestic and foreign conditions, it 
seems to me, are means of advertising 
thoroughly warranted. Too much adver- 
tising is apt to gain an undesirable clien- 
age for a bank. After all, the best busi- 
ness which a bank obtains is not through 
advertising as the word is generally 
used. It comes from a knowledge ob- 
tained of the men who manage the bank 
and the methods therein employed.” 

OK * 


Ex-Comptroller Charles G. 
Dawes, now president of the Cen- 
tral Trust Company, Chicago, did 
not care to make a statement, ad- 
vancing the plea that he had been 
a trifle too conspicuous in the 
newspapers of late. When told 
that Printers’ INK is a business 
periodical hé said that he knew the 
Little Schoolmaster well and con- 
sidered him the foremost authority 
in his field. 











* * 
Now—about this dread question 

of dignity. Try, first of all, Mr. 

Banker, tc remember that patent 


medicine advertising is not only 
undignified, but the lowest form of 
advertising that is made to pay 
profits—it stands in the same re- 
lation to modern advertising that 
the oyster does to that remarkable 
vertebrate, Man. All advertising 
is as dignified as the business it 
advertises. Not all formal adver- 
tising is dignified. Surely the 
semi-annual statement is entitled to 
no preference because it is cut-and- 
dried. Bareness of ideas is not 
dignity. It is quite possible to add 
zest and human interest to financial 
advertising without lowering its 
dignity. That is the affair of the 
man who writes the advertising. 
Boston is dotted with brass com- 
memorative tablets that read like 
the crack of a whip. Brass com- 
memorative tablets are usually very 
dry and dignified. Those in Bos- 
ton do not lack dignity, but they 
were written by Harvard college 
professors (it is said that Presi- 
dent Eliot wrote many of them) 
and they get their force from skill 
in wording—fresh ways of combin- 
ing the old words. Dignity is the 
work of the writer, so far as form 
is concerned, while as for medi- 
ums, any banker knows that there 
is a difference between the man 
who “rubes the street” and the 
advertising pages of the Century. 
Bank advertising cannot be too 
dignified, but at the same time it 
cannot be too forceful. Force and 
dignity must go together. The 
skillful writer will never be at a 
loss to combine them in the right 
proportions, while the unskillful 
scribe will hardly use either to 
advantage. Bank advertising is a 
high class of adwriting, and must 
be handled by a competent man. 


Smart advertisers, including en- 
terprising newspapers and other 
periodicals, adwriters, designers, 
printers, etc., should rivet their 
particular attention on the Little 
Schoolmaster’s special issue of No- 
vember 26, 1902, to 20,775 real es- 
tate dealers in the United States 
and Canada—making a total edi- 
tion on that date of over forty-four 
thousand copies. Copy for inser- 
tions in that number must be re- 
ceived at this office on or before 
November 19, 1902. 
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THE banker can best keep up the 
ad man’s initial work if he reads 
PRINTERS’ INK. 

* * 

Newly married people are usu- 
ally interested in opening a®bank 
account and make a good list for 
special literature. 

* * * 

Banks are advertising now—and 
very extensively too. In fact, it 
has come to be a foregone conclu- 
sion that there will be advertising 
wherever there is competition. 

* * 


Every bank has, or should have, 
one or two good talking points. It 
may be an especially strong board 
of directors, a fine building or 
something of equal importance. 

* * * 


Cheap printing creates unfavor- 
able criticism and is a bad invest- 
ment. As well have the office in a 
shanty as to bring the business be- 
fore the attention of the public 
through the medium of cheap 
printed matter. 

* * * 

One of the most profitable feat- 
ures of the modern bank is the safe 
deposit department. The number 
of people who rent safe deposit 
boxes is rapidly increasing—with- 
out doubt due to advertising—and 
these people want to bank where 
they have their box. 

+ * * 

Banks are looked upon as legiti- 
mate prey by a lot of people with 
schemes, pleas and other thinly dis- 
guised plans for extracting coin 
ffom corporate coffers. A firm re- 
fusal and a pleasant smile will 
save much money for the bank and 
create no ill-feeling. 

* * * 

Western banks and trust com- 
nanies are setting a noteworthy ex- 
ample of what can be done by the 
right kind of advertising and it 
will pay their Eastern contempo- 
raries to study their methods, note 
the result of their earnest adver- 
tising endeavor and follow their 
example. 

* * * 

A few years ago it was consid- 
ered almost heresy for banks 
to advertise. Dignity, a supposed 
asset of a good bank, wouldn’t mix 
with publicity. A card or a a for- 


mal statement appeared at stated 
intervals, but that was abou all. 
As a matter of fact the statement 
was only published in deference to 
the banking laws. 

* * * 

A great deal of tact and discre- 
tion must always be used in con- 
nection with bank advertising—it 
is one of the difficult advertising 
problems. A certain dignity must 
be preserved so that above all else 
the advertising must not be flip- 
pant. It can be interesting and at- 
tractive without being funny, and 
dignified without being solemnly 
serious. 

* * 

The advertising of any bank or 
trust company may be safely and 
profitably confined to newspaper 
announcements, booklets, folders 
and similar literature sent out at 
regular intervals. The newspaper 
ads should be anything but formal, 
care being taken to bring the dif- 
ferent kinds of service the com- 
pany can render the public before 
them in the most succinct and at- 
tractive way. 

* . 7 

Large accounts of business 
houses and wealthy people are like 
kisses—they go by favor. The 
business of the general public—the 
great saving middle classes—goes 
to the bank they hear and read the 
most about—always. The best re- 
sults come from the cumulative ef- 
fect of the continuous advertising. 
Snasmodic effort brings the atten- 
tion of the public to the wisdom 
of saving and the continuous ad- 
vertiser reaps the benefit of the 
missionary work done by his com- 
netitor who stops. 

* * * 

The best bank advertising is 
done by men who are capable ad- 
vertising men as the term is gen- 
erally understood, and whose 
knowledge of banking has been 
gained through connection with a 
bank in this capacity. A number 
of banks have such a man in their 
employ whose time and effort is 
devoted to their advertising. Other 
banks, whose advertising appropri- 
ation is not sufficiently large to 
admit of their employing a man’s 
entire time, haye their advertise- 
ments prepared by a competent ad- 
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vertising man who charges only 
for the work he does. 
cs * * 

Ir has been said that American 
banks are thoroughly undemocrat- 
ic institutions—that they are not 
in close touch with the people who 
deposit in them and borrow their 
funds. A writer in the August 
World’s Work pointed to the fact 
that it is difficult for farmers and 
small tradesmen to secure small 
loans upon crops or property. High 
interest is the rule, and it is often 
impossible to negotiate such loans 
at all. 

* * 

As for depositors, they are but a 
small proportion of the people in 
the United States who could be 
transformed into bank customers 
by persistent, simple explanation 
of a bank’s advantages: The aloof- 
ness is not so real as it is apparent, 
and comes from the average man’s 
ignorance of banking. Bankers 
have been passive, taking the busi- 
ness that came in the ordinary 
course of things as far as deposits 
are concerned, and confining them- 
selves to active personal solicita- 
tion where loans are the chief fac- 
tor. 

* * * 

Advertising is the force that 
must bring the banks nearer to the 
average man—and especially to the 
man who is below the average— 
and more especially to the wives of 
each of them. This is the day of 
small things in business, and the 
banks have not develope. the small 
items that make large surpluses. 
Advertising will bring the banks 
near the people because it is near 
the people itself. As a force for 
augmenting deposits it will unlock 
old chests and put their contents 
into active circulation. 

* * * 

There is great need for wide 
diffusion of banking information. 
Explain the technicalities of state- 
ments, surplus and figures gener- 
ally, preach security and show how 
it is tested, and deposits will be 
increased many fold. Where loans 
are desired the same force can be 
utilized to readiest advantage. The 
great French and English banks— 
more particularly the joint-banks 
of London and the Credit Lyon- 


~~ 
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nais and Societe Generale of Paris 
—maintain branches everywhere in 
their respective countries, dealing 
with the borrower of a few francs 
or shjllings as readily as with one 
who wishes a loan that runs into 
hundreds of thousands. 
* * * 

The American bank and trust 
company are in a fair way to be- 
come institutions as wide in their 
scope. Surely the bank can do as 
large a business as the “loan 
sharks” who curse every city. By 
using the force that these sharks 
use—advertising in daily papers— 
the bank can not only compete with 
them upon their own ground, but 
drive them out of business. The 
small borrower can be cultivated 
and handled as easily as the small 
depositor, and made as good a 
source of profit. New facilities 
must be provided to meet the needs 
of the age, and these must be ad- 
vertised. There is no way of bring- 
ing them before the public so read- 
ily and quickly. 

* * * 

The lately developed system of 
banking by mail is in direct line 
with present-day business evolu- 
tion. There can be no question 
about its future. By the year 1910 
there will be banks in the United 
States as well known as Baker’s 
Cocoa and Mr. Douglas’ shoes. 
Rural mail service and the adop- 
tion of some such currency as that 
proposed by the promoters of the 
Post check system will enable de- 
positors to send their spare funds 
to banks that pay the best rates of 
interest or offer the greatest secur- 
ity. Other developments in bank- 
ing are bound to come. They are 
needed. The growth of banking 
along certain new lines will un- 
doubtedly be prodigious, and the 
institutions that are early in de- 
veloping and exploiting new con- 
veniences will not only secure a 
great volume of actual business, 
but will build up national reputa- 
tions. 





BANK advertising will have the 
Little Schoolmaster’s careful at- 
tention in the future—the best and 
most practical features of financial 
publicity will be recorded and com- 
mented upon. 












































MaKe your ads newsy. Tell 
something about your store, your 
methods, your goods and by all 
means mention prices. 


PRINTING booklets, folders, pos- 
tal cards and the setting and elec- 
trotyping of small ads for banks 
will be taken care of by Printers’ 
Ink Press, 10 Spruce street, New 
York. The making of effective 
and economical small ads, that 
stick out of the mass of mediocrity, 
is a specialty of the Little School- 
master’s print shop. 


In compiling this special edition 
for banks and bankers, PRINTERS’ 
INK has not spared effort and care 
to make it interesting especially to 
those to whom the issue is particu- 
larly dedicated. The Little School- 
master realizes that the subject is 
a big one and that the first attempt 
to cover it had certain limitations 
in itself. But Printers’ INK has 
learned a number of things about 
this subject and will give it regular 
attention in coming issues. The 
editor would now appreciate cri- 
ticisms and expressions from bank 
people. 


From the Webb C. Ball Watch 
Co., Cleveland, Ohio, comes a 
dainty, attractive booklet called 
“The Art of Giving,” in which are 
set forth suggestions for gifts of 
jewels and jewelers’ trinkets for 
all occasions. Special significance 
is given the four important epochs 
of birth, graduation, betrothal and 
marriage, appropriate articles being 
illustrated for each. The text mat- 
ter is in excellent taste and there 
is not too much of it, while the 
illustrations of goods are thor- 
oughly commendable. The people 
who receive such a booklet will 
doubtless know something of pic- 
tures—ought to, at least—and some 
of them may find the title heads a 
trifle stilted. Outside of this slight 
detail the brochure is excellent in 
matter, manner and printing. The 
mechanical work was’ done by 
Corday & Gross, of Cleveland. 
Mr. L. M. Hoffman, advertising 
manager of the’ Webb C. Ball 
Watch Co., says the booklet is the 
first of a series of three which will 
be sent out to jewelry buyers in 
the course of the next six months. 
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THE Union Trust Company, 
Philadelphia, gives out small desk 
pads, each leaf in which bears a 
tiny ad two inches wide and an 
inch deep, inclosed in a rule box. 
These little eyefuls of argument 
are varied and pertinent. The slips 
travel all over town in the wear 
and tear of business, and are likely 
at any moment to turn up where 
people are thinking of banks. As 
auxiliaries they are highly com- 
mendable. Some of the arguments 
may be used entire as bank ads or 
as norms for further development: 

Keep your hands out_of your pockets. 
Deposit your money. It earns two per 
cent here—checked out as you need it 
and each check a receipt. 

An individual dies, a corporation does 
not. We will act for you in a legal or 
financial capacity with as much business 
precision fifty years hence as now. The 
fitness to be trusted and execute alone 
receive advancement here. 

Our saving fund department pays on 
ten days’ notice. This gives you time 
to think before you spend. Second 
thoughts are always conservative. 

Start small if you must—but start. We 
have a lot of comfortable accounts that 
grew in sums that depositors could 
spare. You can check out as you please. 

Derosit your funds. You think twice 
before writing a check. Money in your 
pocket is money spent, and carries no 
receipt with it. check must come 
back with your creditor’s indorsement. 

History repeats itself. So does a dol- 
lar if you give it time. 

Strong boxes in fire and burglar-proof 
vaults. From 5x22 inches to the size 
of an ordinary room. Absolutely secure, 
absolutely private. You have one key, 
we have another. Both needed to get in. 

e act as assignee, receiver, guardian, 
executor, administrator. What would be 
a disheartening process to you is a 
matter of business and system here. 

“To have and to hold” are different 
propositions. We make them one. That 
document—that keensake—that treasure 
—we hold each safely. A strong box 
in your fire-proof vaults costs $4 a year 
upwards. You have a key, we have a 
key; it takes both to get in. You have— 
we _ hold. 

The size of your account doesn’t mat- 
ter with us—a number of little ones make 
big business. 

Tf it’s a bundle of letters you want to 
keep for her dear sake, a few soul talks 
that you have confided to your diary, 
your last will and testament—lock them 
up in one of our strong boxes. Fire- 
proof—burglar proof—pry-proof. Takes 
two keys to open it—yours—ours. 


Tuis issue of PRINTERS’ 
Inx may be found onany 
news-stand in Manhattan 
Borough—price 10 cents 


a copy. 
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THE Marion Trust Company, 
Indianapolis, issues a clever little 
booklet gotten up in facsimile of 
one of its savings department pass 
books. The pages contain detailed 
statements of the bank’s assets and 
liabilities, and reproductions of ac- 
counts with a young lady, a young 
workman, a husband and wife and 
a mercantile firm, showing how 
small deposits grow into snug nest 
eggs. The booklet is a decided 
novelty, and has doubtless proved 
a profitable piece of literature. ' 


THE latest booklet of the John 
Gund Brewing Company, La 
Crosse, Wis., contains the story of 
the establishment's foundation by 
John Gund half a century ago, 
together with the story of the 
evolution of the well-known 
“Peerless” beer. Each page is dec- 
orated with a halftone border that 
illustrates the text, while the cover 
is dainty in the extreme. The text 
is comprehensive and even poetic 
at times, treating good things to 
drink in so suggestive a way as to 
fairly make one thirsty. Rogers & 
Wells, Chicago, did the printing, 
which is highly commendable. 


SreceL, Cooper & Company con- 
duct an extensive banking business 
at their New York store, paying 
four per cent interest upon de- 
posits and offering all the facilities 
of a savings bank. Loans are not 
made nor commercial paper dis- 
counted, but deposits are received 
subject to check, and the firm feels 
that the department i is an advertise- 
ment sufficient to warrant paying 
from one to two per cent more in- 
terest than other New . ork banks. 
The longer banking hours—from 
9 to 5.30—are also a desirable feat- 
ure. Home banks are put out 
through ‘house-to- house solicitors 
and the department is also adver- 
tised by means of literature. The 
Chicago store is* contemplating a 
plan for collecting deposits from 
patrons’ houses, the collectors call- 
ing in response to postals. The 
very fact that a private corpora- 
tion can build up profitable bank 
business in this manner shows a 
real need for savings bank facilities 
and indicates the success that 
awaits the savings bank that will 
advertise actively. 


IowA issues more newspapers 
than Massachusetts, and Illinois 
more than any other State of the 
American Union with the excep- 
tion of New York. 


New York, Pennsylvania and 
Ohio each have four cities with 
more than a hundred thousand 
population, Massachusetts, New 
Jersey and Missouri have three 
such cities, California and Minne- 
sota two, Maryland, Illinois, Col- 
orado, Michigan, Indiana, Ken- 
tucy, Tennessee, Wisconsin, Con- 
necticut, Louisana, Nebraska and 
I-hode Island have each one. The 
District of Columbia has one. 


SETTLE the question of dignity 
for yourself when you come to con- 
sider the advisability of exploiting 
your own bank in your own local- 
ity. You ought to know your own 
institution and your own towns- 
men better than anyone else. If 
you are doubtful of your knowl- 
edge go out and become thorough- 
ly acquainted and then decide the 
dignity question. Nobody can de- 
cide it for you. But when it 
comes to the question of profit- 
ableness you will do well to con- 
sider the success of others. If 
twenty-five banks in Pittsburg can 
get business in that city through 
simultaneous advertising—competi- 
tion, in fact—does it not stand to 
reason that you, in territory that 
has probably never known“an ac- 
tive bank campaign, have oppor- 
tunities twenty-five times as good? 
And even though other banks have 
preceded you in advertising, re- 
member the experience of the 
Royal Trust Company, of Chicago. 
Since the beginning of a campaign 
based upon metal home banks two 
years ago this institution’s savings 
deposits have increased three hun- 
dred per cent. In July there were 
24,00@ names on its books, 20,000 
of which had been secured since 
it began advertising. Very little 
of this business has been taken 
from other banks, but comes from 
men and women whom the com- 
pany has educated to be saving. 
Like every other branch of sys- 
tematized publicity, bank advertis- 
ing creates business where none 
existed Before, and it will do the 
same for you in your locality, @ 












ET — 


EL Pes 





















Ce 


ce eT 














+ 


CoMMON sense is of more conse- 
quence in advertising than ll 
the arts combined. 





CorRESPONDENTS competent to 
write upon advertising real estate, 
railroads and steamship lines may 
communicate with the editor of 
Printers’ INk. Actual knowledge 
from experience or observation, 
terse style and common sense must 
be some of the earmarks of would- 
be contributors. 








A TRUST company has many feat- 
ures to advertise besides its sav- 
ing department. The public is 
generally ignorant regarding trust 
companies. It has not vet figured 
up just what part in the financial 
world it plays. The benefit pub- 
licity can be to these companies is 
beyond calculation. 


“One of these days y: you will have 
to buy a new typewriter” is the 
way a circular note sent out by the 
Smith Premier folks begins. The 
script type used on these machines 
is novel and about the best imita- 
tion of handwriting that it is pos- 
sible to get by mechanical means. 
The Austrian government has just 
awarded a contract for 1,200 Smith 
Premiers, after a series of competi- 
tive tests lasting three months, and 
no other machine can be purchased 
for or used in the courts of Aus- 
tria~-Hungary. 


THE State Bank of Chicago has 
advertised for savings accounts by 
means of booklets during the past 
four or five years, and with ex- 
cellent results so far as they can 
be traced. Mr. Henry S. Hen- 
schen, assistant cashier, said that 
of the institution’s deposits of $4,- 
500,000 the last $1,000,000 was un- 
auestionably due to this publicity. 
These booklets tell how to open an 
account, withdraw money, deposit 
bv mail and give other technical 
information. They are well print- 
ed and cost about a penny each. 
Distribution is made by the bank 
itself from house to house in resi- 
dence districts where the working 
and middle classes can be reached 
in their homes. New matter is 
sent out about once in three 
months, and the editions average 
150,000 copies. 
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THE directors of the Chicago 
Board of Trade recently adopted 
the following resolution regard- 
ing advertising: 

Resolved, That advertisements insert- 
ed or caused to be inserted in the public 
journals by members of this board pre- 
tending to predict the course of the mar- 
kets, or describing plans or schemes more 
or less plausiole or sensational by which 
money may be made, are devoid. of any 
commercial character whatsoever, e 
are injurious to the good name and 
nity of this association. 

Resolved, That it is the sense of this 
directory that such advertisements are 
unbecoming a member of this board, and 
are deemed dishonorable conduct ‘with- 
in the meaning of section 9 of rule IV 
of the rules of the Board of Trade of 
the City of Chicago. 

Conservative members of the 
Board of Trade say that this reso- 
lution was called forth by the sen- 
sational advertising of certain 
members, which in one instance re- 
sulted in a suit to recover money 
lost in operations by a woman who 
began speculation after reading 
ads. Some of the advertising 
managers of Chicago papers aver, 
however, that the measure is aimed 
at certain enterprising houses that 
have adopted advertising more 
modern than the customary card in 
the financial pages, and that the 
results have created jealousy 
among other houses that do not 
use such publicity. One of the 
most successful young firms on 
*change is that of L. H. Manson, 
which was sixty-seventh in point 
of operations two years ago, but 
has since become tenth through 
live publicity in the dailies. Other 
firms that have recently printed 
dignified but modern ads in Chi- 
cago papers are E. H. Prince, J. R. 
Morgan & Co. and George T. 
Sullivan. Perhaps this latter rea- 
son for the action is nearer the 
real truth of the matter. It is cer- 
tain that their advertising man- 
agers would not lie. The board of 
directors is said to be largely com- 
posed of grain elevator men who 
are opposed to the young, pro- 
gressive element in the market. 
The ruling is in line with that of 
the New York Stock Exchange, 
which, about a year ago, caused a 
progressive firm in Broadway to 
withdraw some commendable and 
wholly dignified advertising that 
was favorably criticized by the 
Little Schoolmaster, 








PRINTERS’ INK. 


ADVERTISING is largely the art of | A coop ad in the right paper at 
reminding people of the things the right time will bring business 
they want—perhaps more that than every time. 
tne art of selling them things they P. ———— o- 

. d RINCIPLES are good things, but 
do not need. According to a para they lack force when not properly 


graph going the rounds of the pa- *> 
pers there is an Italian peanut man reinforced by performances. 


at the entrance to Central park who Tyg Young Men’s Christian As- 
reminds pedestrians of a very real sociation of Covington, Ky., needs 
need with a sign: “Going for a 4 new building. When you need 
walk in the park? There are anything the readiest way of mak- 
squirrels in the park, also many ing your need known to the great- 
other animals. They all eat pea- oct number of people is by means 
nuts. We sell peanuts—the best of advertising. Therefore, the 
in the market. Come inside.” Young Men’s Christian Associa- 
Every man who has found himself tion of Covington issues a fine 
confronted by a hungry squirrel or pooklet setting forth its need and 
monkey knows that he has always plans, sending it around about 
resolved then and there to bring among men who can afford to 
peanuts next time he visited the qonate money to help on the work. 
park, and also knows that he has This booklet is noteworthy for at- 
usually failed to remember the re- tractive arrangement of somewhat 
solve. A sign of this sort would difficult matter. Instead of mak- 
have made him dig into his poc- ing it a “begging booklet” pure 
kets. It is mighty good advertis- and simple the Association has 
ing upon a small scale. laid most stress upon the advan- 
si tetpecuaameanad tages of the Y. M. C. A. to young 

THE newest thing in advertised men, quoting statistics and brief, 
clothing is embodied in the stock pointed facts from everywhere, and 
of the Semi-Ready Clothing Com- letting them carry their own sig- 
pany, which opened a handsome gnificance. This is wisdom, clearly. 
store at Broadway and Eleventh in a table printed on one cover 
street on November 3. “Semi-Ypage is given a list of lesser cities 
ready” clothing is kept in stock in throughout the country, with the 
the state of completion at which ‘amounts invested in their Associa- 
the custom tailor usually fits it to tion buildings, while in the front 
the customer for the final time. A cover an apportionment of the $65,- 
man can go into the Semi-Ready ooo needed has been made, ¢he to- 
store before dinner, try on one of tal sum being divided into 380 dona- 
these partly finished suits or over- tions ranging from two of $10,000 
coats, satisfy himself as to style, each to 200 of $25 each. The two 
fit and general appearance and then major gifts have already been se- 
go away to his office. When he cured, as well as one of $5,000. 
reaches home at night the garments A list of men who have the project 
are waiting for him, finished and in charge is given, with a drawing 
ready to wear. The new store is of the building, plans of each floor, 
handsomely fitted, and contains outlines of the work to be carried 
one hundred large hardwood on and other definite plans of each 
wardrobes filled with this new floor, outlines of the work to be 
clothing. The establishment is carried on and other definite facts 
controlled by the A. J. Kelley and figures that will be most likely 
Company, which will extend the to appeal to the good sense of the 
service from this pioneer store to business men for whose perusal 
other parts of the United States. the booklet is intended. Altogeth- 
Additional stores will also be er it is a direct, business-like and 
opened at other points in Broad- convincing way of soliciting funds 
way. The establishment has not for a commendable purpose, and 
only attracted wide attention the Little Schoolmaster will be 
through the novelty of its idea, sorry indeed if the brochure does 
but has been heralded by adver- not put the Covington Association 
tising of a distinctive sort, and its on the way to completing its fu- 
place seems assured. ture home, 
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Ir the savings institutions of the 
country would simultaneously start 
an advertising campaign in the 
newspapers of their districts, they 
would arouse the people, and the 
cause of saving would be benefited 
much more than is possible by the 
isolated endeavors of the few up- 
to-date, progressive banks who 
are at the present time blazing the 
way. Saving is infectious. Get 
the people started and your hopes 
will be more than realized. 


QUITE an interesting little book- 
let comes from the Fowler & Wells 
Co., 24 East 22nd street, New 
York. For one thing, it is the first 
book or booklet on phrenology the 
Little Schoolmaster has ever seen 
which does not contain the axiom 
“Know Thyself!” This is a very 
good point. And, for another, it 
is a well-written little booklet, tell- 
ing about scientific phrenology as 
opposed to the pseudo-science of 
“bumps,” explaining in clear, con- 
vincing language just what can be 
done with the learning, especially 
in the cases of children being 
educated, persons about to marry, 
voung folks selecting a life occupa- 
tion and so forth. There is no 
question that such a booklet will 
advertise if put into the hands of 
the right sort of readers. 


Tue Wall street number of 
Town Topics, issued October 30 
to mark the opening of the new 
Stock Exchange, consisted of 128 
pages and contained articles in that 
paper’s best manner on the “street” 
and its place in finance, the origin, 
growth and personale of the Stock 
Exchange, of the Exchange in 
London, and the Bourses of Paris, 
Vienna, Berlin, Frankfort and 
Amsterdam. Railroads, trusts and 
other stock combinations were 
treated at length with a miscellany 
of information concerning bank- 
ing, legalities and life insurance 
added by way of good measure. 
Illustrations were used liberally, 
and the typographical execution 
was excellent. Special advertising 
took up about one-fourth of the 
space, and a feature worthy of note 
consisted of page ads for the Equit- 
able Life Insurance Company in 
Spanish, Dutch, Italian and Rus- 
sian. 
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THE merit of advertising is at- 
tested in the fact that all success- 
ful men in business use it. 

HERE is an interesting news story 
from the Grand Rapids (Mich.) 
Press that suggests ways in which 
church charity funds can be turned 
into real advertising—not the best 
advertising, perhaps, but publicity 
of a sort. A merchant of Beaver 
Dam, Wis., when approached by 
the women of the Presbyterian 
church there, offered to give $20 
to the church if the women of the 
congregation would dig potatoe 
two hours and permit spectators. 
His offer was accepted, and upon 
an appointed day thirty women 
marched to the field of a farmer 
who furnished raw material for 
the operations. The party includ- 
ed girls of twelve and women of 
seventy years, and as the proces- 
sion went through the town bear- 
ing shovels and potato forks it 
gathered a large following. Many 
tickets were sold to the curious, 
bearing the following announce- 
ment: “The holder of this ticket 
is entitled to a reserved seat on 
Mrs. Waldhier’s fence to see the 
ladies of the Presbyterian church 
dig potatoes from 2 to 4 p. m. Pro- 
ceeds of sale to go to the church. 
Prices of tickets from twenty-five 
cents up, according to liberality of 
nurchaser.” The fence proved to 
be barbed wire, which added con- 
siderably to the gaiety of the event. 
When the digging began the mer- 
chant who had made the offer be- 
came a good fellow by bringing a 
large American flag to the field. 





WHETHER you are a 
bank president, a bank 
cashier or a bank clerk— 
it makes no difference— 
you ought to read this 
issue of PRINTERS’ INK 
carefully—and especially 
the proposition on pages 
31-33. 

Sooner or later the question of advertising 
and publicity in general as a means of promot- 
ing business must have your attention’ 


Printers’ Ink will keep you posted on the 
newest and most practical ideas that are going. 





ALL modes of advertising are 
said to be good, but exception 
should be made to the New York 
fashion of tacking upon church 
fronts the names and addresses of 
undertakers and sextons. It would 
be just as appropriate to place 
upon them the names of and ad- 
dresses of physicians and druggists. 
Undertakers and sextons might 
properly be restricted to channels 
in which other vessels of trade sail. 
It is the business of the churches 
to care for the souls and not for 
the dead bodies of people. 





A jury in the Supreme Court of 
New York County recently award- 
ed damages of $3,200 to Hamilton 
M. Dawes, who had brought suit 
against the Hegeman Drug Com- 
pany for $5,000. According to his 
complaint he asked for quinine at 
one of the Hegeman stores last 
August and was persuaded to take 
another preparation by a salesman, 
who told him it was “just as good” 
for a cold in the head. The sub- 
stitute made him very sick, and in 
his suit he alleged that an em- 
ployee of the Hegeman Company 
had given him a harmful sub- 
stance knowingly. 





TuHere is considerable Canadian 
money in circulation throughout 
the United States, and it is a 
source of perplexity to those who 
receive it in change, save in the 
cities along the border where Can- 
adian and American currency are 
about equally divided. This money 
is, of course, as good as that of 
Uncle Sam, but people in interior 
cities distrust it. A pupil of the 
Little Schoolmaster suggests that 
merchants in such localities adver- 
tise that they will accept this cur- 
rency, shipping it to Canada or the 
border cities. The man who 
found himself with a Canadian 
dime or quarter would then have 
a place to spend it, and the fact 
that a firm in town took this cur- 
rency would soon become general- 
ly known and be a considerable 
factor in inducing trade. The plan 


is in line with that followed by 
some merchants of siving new 
currency in change. These minor 
conveniences give a store distinc- 
tion. 
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ADVERTISING is an active advance 
agent at the command of all who 
seek success in business. 











THE long-winded preacher talks 
to empty benches. The advertise- 
ment that is long strung out ap- 
peals only to lazy people, who have 
nothing to do and nothing to buy. 
The ceaseless activity of this age 
calls for sharp, incisive, well- 
pruned advertisements. 





LIKE all publicity, bank advertis- 
ing must be founded upon cour- 
teous treatment and modern busi- 
ness methods at the bank itself. A 
certain New York trust company 
has placed 15,000 metal savings 
banks in the past few months, but 
has made almost no provision 
whatever to handle its enormous 
access of business in an expeditious 
manner. A member of the Little 
Schoolmaster’s staff recently took 
one of the banks to its savings de- 
partment and was compelled to 
wait an hour in line, as a single 
clerk opens the banks, counts the 
money and makes the entries. This 
institution has done some convinc- 
ing advertising upon a small scale, 
and it has brought excellent re- 
sults, but such methods can never 
bring permanent business, of 
course. Its success points to a 
greater success for a more modern 
institution. The work of handling 
metal banks seems to be new to 
many of the bankers who have 
adopted them. The Royal Trust 
Company, Chicago, has a force of 
young women, and takes care of 
this business very rapidly. Some 
of the savings banks of New York 
have cumbersome systems of en- 
tering deposits. No better system 
can be studied than that of the II- 
linois Trust and Savings Bank, 
Chicago, which has a long row of 
windows and throws them all into 
commission in the noon hour or at 
other times when there is a rush 
of depositors. Deposits can ordin- 
arily be made in something less 
t: n two minutes. The beoinning 
of all bark nuhlicity is an adequate 
system for taking care of returns, 
certainlv, and some of the institu- 
tions now exnerimenting with pub- 
licity will do well to overhaul their 
office methods. 
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OnE never should advertise what 
he has not in stock at the time of 
advertising. It hurts a merchant 
when he must tell a customer that 
he “is just out of the goods.” 


A xBooK of interest tables, con- 
taining schedules of rates from 
two to seven per cent on amounts 
ranging from a dollar to $10,000, is 
used as a novelty ad by the First 
National Bank of Duluth, Minn, 
This book, bound neatly and ar- 
ranged according to a simple plan 
for ready reference, is published 
by Henry Van Arsdale, P. O. Box 
712, New York City. As a novelty 
for banks it will probably be of 
considerable value, for every busi- 
ness man will keep it. 


Tue Hollenden Hotel, one of 
Cleveland’s high c'ass hostelries, 
recently published a full page ad in 
Sunday papers throughout Ohio. 
This ad was written like a Sunday 
“feature story” by Seth Brown, 
who lived at the Hollenden a week 
to gather data. It was treated en- 
tirely from a newspaper man’s 
standpoint. Photographs of the 
palm garden, wine cellars, parlors, 
verandas and other interesting 
nooks and corners were used as il- 
lustrations, and entertaining facts 
were given about the kitchen and 
chefs, the housekeeper’s staff and 
duties, the linen and furnishings, 
the special suites of rooms, the 
quantities of supplies used yearly 
and the hotel’s imported oddities 
in eatables, the water filtering 
plant, elevators, special machinery, 
mechanical conveniences and so 
forth. Statistics played a large 
part in the ad, and prices of rooms 
and meals were cited to show the 
cost of living upon either the 
American or European plans. A 
hotel prospers according to its rep- 
utation among out of town folks, 
according to the ideas of the Hol- 
lenden’s proprietor, and the object 
of this ad was to acquaint people 
in Cincinnati, Dayton, Columbus 
and other Ohio cities with the 
Hollenden’s advantages, and con- 
vince them that it is possible to 
live at a first-class house quite as 
reasonably as at one of the second 
class. Space was bought at regu- 
lar rates and the ad has since 
brought direct results. 
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THE advantages of Muskegon, 
Mich., as a summer resort, to- 
gether with several lakes in its 
vicinity, will be liberally adver- 
tised in papers throughout the 
Northwest next summer, whole 
pages being used in the Sunday is- 
sues in cities from which the bulk 
of the summer tourist travel comes. 
Mr. Edward Hogan, of the Barry 
Brothers Transportation Company, 
Muskegon, is behind the move- 
ment, according to the Grand 
Rapids Press, and railroads, steam- 
ship lines, hotel proprietors and 
others who will benefit by the pub- 
licity will be asked to contribute 
to the advertising fund, which will 
be a large one. At present the 
cities of lower Michigan are getting 
the bulk of summer travel, but the 
nrojectors believe that the tide can 
be turned northward. Muskegon 
and her environs are as attractive 
for summerings, but are not 
known. 





WHILE a PRINTERS’ INK reporter 
was in Cleveland some time ago 
there arose a striking illustration 
of the fact that there are special 
times for special bank advertising. 
in a little village thirty-five miles 
from the city live four brothers 
who are reputed to be wealthy, and 
who have been known to keep 
large sums of money in their house 
rather than trust it to banks. Four 
masked robbers attacked the house 
one night, and Jarvis Meach, one 
of the brothers, shot two of them 
dead and made it possible to cap- 
ture the remaining pair. Follow- 
ing this affair a day or two came 
the robbery of a fur store in Cleve- 
land, with the result that the news- 
papers got up a “carnival of crime” 
and on every hand there was talk 
of robbery generally. This would 
have been an excellent time for dis- 
play ads of safe vaults, deposits 
bv mail and other bank facilities. 
None of the Cleveland banks in- 
creased their space, though the 
cashiers of several admitted that 
such “scare” advertising might 
bring in depositors. Though sel- 
dom improved, these opportunities 
arise from time to time in every 
community. Probably the bank 
advertiser of the near future will 
be more alert in taking advantage 
of them. 
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SoME years ago Mr. J. R. Mix, 
advertising manager of Scribner’s, 
outlined a bond and security de- 
partment for the advertising sec- 
tion of that magazine. This de- 
partment was designed for the use 
of brokers who handle such secur- 
ities, Mr. Mix believing that they 
could be exploited as freely as 
other commodities, the advertising 
simply telling from month to 
month what he had to offer, using 
plain language and keeping inves- 
tors informed upon his ware. The 
standing of such a magazine as 
Scribner's would do much to add 
dignity to such publicity, beyond 
doubt. A few investment brokers 
became interested in the plan, but 
other matters prevented active sol- 
icitation and it was eventually laid 
aside for business nearer at hand. 
This plan is still very-live, how- 
ever, and the next few years may 
be marked by an access of maga- 
zine publicity along these lines. 
Such publicity would be not a 
whit more radical than the selling 
of real estate through the maga- 
zines. 





TIME-LocKs and vault devices 
are very interesting bits of mechan- 
ism usually, and when properly 
treated in a bank’s advertising lit- 
erature can be made to attract 
readers and drive home the fact 
that the bank is the safest place in 
the world for papers and valuables. 
The average American has a love 
for reading of machinery—wants 
to know how things are accomp- 
lished. The tumblers in a time- 
lock have human interest, while 
very few people know how safes 
are made fire proof. The Western 
Reserve Trust Company, of Cleve- 
fand, Ohio, recently sent out an 
elaborately printed folder showing 
a facsimile of the door upon its 
great vaults, but little description 
was given of the elaborate mechan- 
ism that controls it. Matter of 
this sort is excellent advertising. It 
needs handling, but a skilled ad- 
writer ought to treat time-lock in- 
tricacies in the popular style of the 
Scientific American, making lit- 


erature that would have an inter- 
est for readers who are technically 
trained as well as for those who 
can comprehend only the sim 
features of such mechanism. 
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Tue cheapest and probably the 
best advertising is that given to 
worthy businesses by satisfied pa- 
trons. 


THE practice ‘of wholesalers to 
assist retailers in the advertising 
and sale of staple goods is now fol- 
lowed more and more by those 
firms who have a clear concep- 
tion of the value of publicity. They 
frequently find, however, that the 
apathy and lack of true under- 
standing on the part of the retailer 
nullifies to a certain extent, and 
often to a very large one, the best 
laid plans—plans which can only be 
successfully consummated if every 
link in the chain is helping to lift. 
All large concerns have this exper- 
ience and a big percentage of their 
expenditure is practically lost for 
the reasons stated above. Adver- 
tising is a matter of growth and de- 
velopment with every business, be 
it large or small; retailers must be 
educated to it and they must be 
taught how to use this business 
force. There is no better way to 
teach the retailer the value of ad- 
vertising but to have him read 
Printers’ INK, the journal for ad- 
vertisers, which no man ever read 
without profiting thereby. To large 
firms the idea is recommended to 
subscribe for PriINnTERS’ INK for 
such a number of copies as they 
may need after having made.a sur- 
vey of the list of retailers with 
whom they deal. They may try 
a certain section of the country or 
a single State, as they may choose. 
Their traveling salesmen may be 
able to submit to them a roll of the 
most enterprising retailers they 
visit on their routes, and thus the 
plan may be tried under the most 
favorable auspices. The reading of 
Printers’ INK will gradually teach 
the retailer what advertising 
means, and the outlay for the year- 
ly subscriptions will likely pay well. 
It will reduce the percentage of 
waste in the total appropriation 
spent for the purpose to assist re- 
tailers in their publicity, and it will 
quite likely produce just the re- 
sults for which you had hoped. 
Wholesalers have now an unusual 
opportunity to subscribe to PRINT- 
ERS’ INK for the benefit of their re- 
tailers by taking advantage of the 
clubbing offer on page 36. 
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Keep your eye on the ball or a poor drive 
will likely be made. 

Keep your eye on the local weekly or you 
will lose the trade of the country people. 

The country weekly completely covers its 
town. 

The advertiser who uses it needs no other 
advertising in that town. 


There are 1,500 local country weeklies on the Atlantic Coast Lists. 
They reach one-sixth of all the country readers of the United States, 
One electrotype does it. Catalogue-booklet for the asking. 





ONE INCH—SIX MONTHS, $1,200. 


ATLANTIC COAST LISTS, 


134 Leonard Street, New York. 
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THE reader who reads but one 
argument will probably remember 
it: On the other hand, the reader 
who reads many arguments will 
remember none. 





CONFIDENCE in newspaper state- 
ments is not as complete as pub- 
lishers could wish, but it is cer- 
tain that when the people read an 
advertisement and are convinced 
by it, they expect to get precisely 
what is promised. 








THE advertising solicitor who 
“claims the earth” doth vaunt over- 
much. Manliness, politeness and 
temperance in speech are essentials 
to success in the business. Adver- 
tisers are not deceived by bom- 
bast or vain boastings. 

In the cashier’s office of a Chi- 
cago bank lay a copy of a leading 
financial journal, and upon one of 
its inner pages was the card of the 
bank, set in cut-and-dried fashion. 
“Does this advertising pay?” the 
cashier was asked, and after some 
hesitation he replied, “Well, no— 
to be frank it doesn’t, as near as 
we know.” “Then why do you use 
the space?” “Because we feel that 
the publication and several others 
of its class and quality are entitled 
to greater support than we can 
give through subscriptions,” was 
the answer. “That journal is a 
weekly. It contains all the news 
of the financial word, carefully 
gathered, edited and verified. This 
news is immensely helpful to us, 
and is prepared by men who neces- 
sarily draw good salaries. The 
expense of making such a journal, 
therefore, must be great, and we 
feel that it is worth more to us 
than the amount we pay for sub- 
scriptions. Perhaps our ad brings 
us some business from country 
banks, for an index of all ads is 
printed under a geographical ar- 
rangement, and an occasional cus- 
tomer might be made of the bank- 
er who consults this, but as for 
legitimate advertising these jour- 
nals are out of the question; the 
very nature of the advertising in 
them defeats the ends of advertis- 
ing, for the cards are formal and 
are run month after month with- 
out change.” 
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THE booklet is an excellent ad- 
junct to newspaper advertising. It 
affords opportunity for one to go 
into details which newspaper space 


will not permit. Its pages offer 
room for illustrations and for in- 
teresting descriptive writing. It 
is convenient for reference, and 
may be made interesting from start 
to finish. It is good for any kind 
of business—the manufacturer, 
merchant, specialist, hotels, for the 
exploitation of towns, cities and 
watering places, etc. Two mis- 
takes are frequently made by those 
who use this means of advertising. 
The first one is that the booklets 
are too small. They do not con- 
tain sufficient reading matter. The 
second is, they are not made suffi- 
ciently attractive from a mechani- 
cal point of view. 





No book in n the English language 
will so quickly and surely create 
in readers the desire to be frugal 
as “Poor Richard’s Almanac.” 
Several banks have used it with 
considerable success, but it can be 
used over and over again. Cheap 
editions with a bank’s own little 
proverbs and thrift maxims at the 
foot of every page, will always be 
snapped up eagerly and preserved, 
and once distributed through a 
city will be certain to bring re- 
turns, especially if used in, connec- 
tion with other publicity.~ Frank- 
lin’s “Autobiography” is another 
excellent thrift book which has not 
been so extensively used for this 
purpose, while the old collection of 
proverbs of all times and nations 
called “Jacula Prudentum,” is an- 
other. This latter volume was 
compiled by the English poet, 
George Herbert, and is printed in 
most collections of his poems. It 
contains a goodly proportion of 
wise thrift saws, and could be 
made an excellent piece of bank 
literature by editing. All through 
English literature are scattered es- 
says, poems, short stories and 
other matter of similar nature. 
While such things are more in the 
nature of novelties, they unques- 
tionably have a good effect when 
used as auxiliaries to other pub- 
licity. Furthermore, they have 
the advantage of being thoroughly 
dignified. 








ae 





oe ste at Meee: 


oe AMEE ney re 


eporen 
























ree, 


sane witon 


BP este ro 


















PRINTERS’ INK. 63 


ADVERTISING METHODS OF 
TORONTO BANKING 
INSTITUTIONS. 


BANKS. 








Interviewing managers and secre- 
taries of banks on the subject ofad- 
vertising is a painfully monotonous 
task, “We do very little advertis- 
ing,” and sometimes even “We 
don’t advertise,” are representative 
answers. Whether a bank should 
advertise or not is a question that 
can hardly be answered from the 
experience of any Toronto institu- 
tion. None of them, except per- 
haps the Soverign Bank, do enough 
to count. If advertising for the 
purpose of attracting deposits and 
general business will injure a bank 
by creating the impression that 
they are driven to it by necessity, 
how much more this must be true 
of advertising in financial publica- 
tions to attract capital. That it is 
possible to do effective advertising 
without overstepping the bounds of 
professional etiquette is proved by 
other professional and semi-pro- 
fessional lines of business that are 
gradually emerging. from _ the 
“musn’t advertise” delusion. Few 
subjects offer a good writer the op- 
portunity to be interesting that this 
one does. Saving money is the 
young man’s gospel, the path that 
leads to marriage, business ad- 
vancement and all the genuine 
pleasures of life. The savings-in- 
stitutions should be the preachers 
of that gospel. Toa young woman 
the subject is fully as important. 
Figure out the proportion of every 
million females born who reach a 
destitute and lonely old age. How 
delicately and forcibly all this 
could be brought home to them in 
a good series of newspaper adver- 
tisements. Advertising to attract 
general business, current accounts, 
etc., would be a little more difficult. 
The matter must be presented in 
such shape as to attract the busy 
men who have time for only a 
glance. While difficult, this is by 
no means impossible. Any efficient 
writer of advertising should be able 
to get up something that even the 
busiest man would stop to read. 
There is a great difference between 
being sensational and being inter- 
esting. A bank’s advertising should 


be made interesting, but the sensa- 
tional extreme carefully avoided. 
There are some things, however, 
about the advertising of Toronto 
banks well worth mentioning. 





The Imperial Bank of Canada.— 
Something may be said in favor 
of the dignified policy of some in- 
stitutions, especially when real fi- 
nancial solidity and satisfactory 
volume of business back up the 
dignity. Some individuals convey 
a greater sense of their importance 
and worth by a mere nod or hand- 
shake than others could in an 
hour’s conversation, and the same 
is true, figuratively speaking, of 
business firms. The Imperial Bank 
of Canada is one of these. Mr. J. 
H. Eddis has charge of their ad- 
vertising and impresses one as a 
man who has good reasons for his 
actions, especially in the advertis- 
ing line, and has time left to be 
pleasant and cordial to even a 
chance visitor. The advertisement 
of the Imperial Bank appears E. O. 
D. in the Globe and the Mail and 
Empire, and in financial publica- 
tions. The advertising of the 
branches is usually left to the dis- 
cretion of the local managers, but 
seldom goes beyond modest spaces 
in the newspapers of the respec- 
tive localities. The head office in- 
closes with correspondence a card 
bearing a list of thirty-six branches 
and their locations. 





The Dominion bank “never ad- 
vertises.” No expense is spared 
however in the selection of sites, 
their building on Toronto’s busiest 
corner speaking eloquently of this 
policy. 

The Sovereign Bank of Canada. 
—There are exceptions to most 
rules, and the Sovereign Bank of 
Canada is the exception in this 
case. They not only advertise, but 
advertise well and in original ways. 
Many thousands of copies of an 
elegant booklet entitled simply 
“The Sovereign Bank of Canada” 
have been distributed in neat white 
envelopes. A portrait of King Ed- 





ward VII. with the British and 
Canadian arms in colors graces the 
front cover, and the interior pages 
are fully up to the expectations 
which the cover arouses. 


Under 








the different headings, “To the 
public,” “To Merchants and Manu- 
facturers,” “To Ladies,” “To Tour- 
ists, Travellers, Etc.’ “To Brok- 
ers,’ “To Investors,” “To Insur- 
ance Companies, Loan Companies, 
Municipal Corporations, Fraternal 
Societies, Etc.,” and “To Ameri- 
cans,” is written briefly but fully 
things likely to attract each class 
to the Sovereign Bank. Some of 
the pages are worth quoting but 
space forbids. Another but larger 
has just been issued, entitled “Use- 
ful Information about Banks and 
Banking.” “Compliments of the 
Sovereign Bank of Canada” in- 
forms the reader whom he is in- 
debted to for the booklet. In this 
are many things the public ought 
to know and which only a man 
thoroughly acquainted with the 
working details of a bank could 
write. One interesting feature is 
the reproduction in reduced fac- 
simile of “an improperly made out 
check,” and “a properly made out 
check.” The latter booklet though 
effective no doubt, is greatly in- 
jured by the large number of out- 
side ads which the bank has given 
space to, many of them entirely 
foreign in nature to the subject of 
the book; they give a cheap appear- 
ance to the whole job, and almost 
suffocate the good things in the 
center. It would have paid the 
“Sovereign” people to stand the 
whole expense and have the book- 
let exclusively their own. A lot 
of interest has been created by this 
bank’s rule of paying out only 
crisp, new notes, especially to 
ladies. A detailed list of the banks 
and their advertising would be un- 
profitable. Those given represent 
three degrees of opinion on the 
subject, and serve the purpose of 
this article quite as well as a dozen. 
SAVINGS AND LOAN ASSOCIATIONS. 

These institutions seem much 
the same as banks, but adapt them- 
selves more to modern methods of 
advertising. One plan much used 
lately to secure deposits is that of 
appointing local agents or canvas- 
sers, who distribute neat little black 
banks in their own localities, es- 
pecially to children who want to 
see how it feels to have a bank ac- 
count. 

The Dominion Permanent Loan 
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Co., 12 King street, west, has 
adopted this plan for adults. They 
issue beautiful little steel money 
boxes, allowing the depositor to 
take the box home. A two-color 
card with a cut of the money box 
in the center—which does not do 
it justice however—explains the 
plan: “You have the bank—we 
have the key. Commence a say- 
ings account of $1.00 with us and 
we will lend you a bank free. Call 
for a bank or drop us a postal card 
and we will send you one.” 
TRUST COMPANIES. 


There are four trust companies 
doing business in Toronto. The 
‘soronto General Trusts Corpora- 
tion, corner Yonge and Colborne 
streets, the National Trust Com- 
pany, 22 King street, east, the 
Trusts and Guarantee Company, 
14 King street, west, and the 
Union Trusts Company, in the 
Foresters’ building, corner Bay and 
Richmond. Some of the finest 
booklets done by Toronto printing 
offices recently have been for these 
companies, “The Toronto General” 
and the Trusts and Guarantee 
Company especially using a great 
deal of this kind of advertising. 
“The National’ Company depend 
more upon newspaper advertising 
and think it the only kind that 
really pays. A glance over the big 
scrap book in which they keep 
track of their ads shows orte partic- 
ularly good feature—they change 
the matter occasionally. One of 
their summer ads read as follows, 
“Parties contemplating a holiday 
and the closing of their house dur- 
ing the summer months would do 
well to leave their silverware, im- 
portant documents, papers and 
other valuables in our Safety De- 
posit Vaults. Special rates of $2. 
and upwards for such purposes, 
We invite inspection of the vaults.” 
Most of their advertisements are 
set neatly and well displayed. 
While all of the advertising of the 
other companies is_ well written’ 
and nrinted in faultless style, one 
little booklet of the Trusts and 
Guarantee Company is particularly 
neat and forcible. “Have you Made 
a Will?” is the title. Brevity, “the 
soul of wit” is evidentlv the soul 
of other good things as well, for 
each page of this tiny booklet, al- 
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though consisting of an average of 
but forty words, is a finished and 
unanswerable argument: 

Have you made a will? The first ob- 
ligation resting upon the individual who 
is possessed of property, is the making 
of a will. The time to make it is 
when the faculties are unimpaired by 
time or the ravages of disease. The 
Trusts and Guarantee Company Limited. 

Where is your will? It should not be 
placed among a lot of papers where after 
your death it would be difficult to find, 
and where it would be subjected to the 
hazard of loss or destruction by agencies 
interested in its disappearance. The 
Trusts and Guarantee Company Limited. 

A will should be sealed up and left 
with the Trusts and Guarantee Com- 
pany for safe keeping. The Trusts 
Company will enter it on its books, 
properly index it, and upon the death 
of the maker will file it with the Surro- 
gate Court. The Trusts and Guarantee 
Company Limited. 

If you have made a will, who have 
you named as executor? The _ proper 
handling of an estate entails burdens 
that anyone should hesitate to put upon 
a friend, and demands an amount of 
time and care that few can give. The 
risk too, is always imminent that the 
executor, if an individual, will die be- 
fore the testator. The Trusts and Guar- 
antee Company Limited. 


Canadian Trust Companies are 
forbidden by law to issue deben- 
tures or receive deposits. 
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Of Interest To Advertisers. 


THE CHICAGO BRECORD- 
HERALD has a larger daily 
circulation than any other 
Chicago morning paper—in 
the city, in the suburbs, 
through country dealers 
and by mail. 


THE RECORD-HERALD 
has the largest circulation of 
any two-cent paper in Amer- 
ica, whether morning or 
evening, and double that of 
its mearest competitor in 
the Chicago morning field. 


September Average: 
DAILY, - 163,614 
SUNDAY, 104,376 














THE PRICE 


After December 31, 1902. 
of the 


American 
Newspaper 


Directory 


will be 


Len 
Dollars 


for each volume. 























TRADE 
COMPETITION 


incites this method to reach such 
Jewelers, Merchants, and others 
as are not on our mailing list, and 
who sell, or have opportunities 
to sell 

Diamonds, Watches, 

Jewelry, 
Silverware, Etc. 

We want to send them a copy of 


Our 1903 500-Page 
Illustrated Catalooue 


(31st Annual Issue now ready 





We are a wholesale concern. and do not 
sei] to consumers, We accord all up-to- 
date trade benefits, such as “‘ goods on 
approval ’ “ quantities to suit.” etc. 

If not rated. satisfy us that you are, 
have been, or intend to become a dealer. 
and if your standing, position or con- 
nections are satisfactory we will place you 
in a position to buy from first hands. 


S. F. MYERS Co. 
48. 50, 52 MAIDEN LANE, 
Myers Buildings NEw York. 

Dept. 759 Established 1863. 
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A NATIONAL BANK’S DIGNI- 
FIED GENERAL PUB- 
LICITY. 





During its decade of existence 
the National Bank of the Repub- 
lic, Chicago, has kept its name 
before the public in a general way, 
using novel methods and mediums 
at times, but keeping always with- 
in the lines of dignity. An adver- 
tising man would doubtless consid- 
er its statements, literature and 
ads rather tame affairs, and advise 
the use of matter more radical, but 
Mr. W. T. Fenton, vice-president 
of the institution and manager of 
its advertising, holds that the best 
publicity for a strictly commercial 
bank is that which is permeated 
with dignity. This factor puts cer- 
tain limitations upon publicity, but 
there are original ways of being 
dignified, as well as of being sen- 
sational, and Mr. Fenton has done 
several things for ‘this bank that 
indicate new lines of development. 

“From our foundation ten or 
eleven years ago we have advertis- 
ed continuously trying always to 
avoid the cut-and-dried financial 
statement method, which interests 
too limited a number of readers to 
be very effective. We undertook 
to originate new methods, going 
upon the assumption that every 
business man must have a bank 
account. No appeal has been di- 
rected to any particular class. We 
have tried to interest readers of 
general mediums. I believe that 
the Natioral Bank of the Republic 
is the only institution of its kind 
that has advertised in the monthly 
magazines. At different times 
during the past five years we have 
published half page ads in Harp- 
er’s, Century, Scribner’s, Mun- 
sey’s, the Review of Reviews and 
some others of this nature, telling 
in good English what he had to 
offer. Our theory is that all busi- 
ness men read the high-class maga- 
zines, and that most of them read 
ads. They read them when at 
leisure, and the ads make a strong- 
er impression than if printed in a 
class publication that is hurriedly 
examined at their desks. We not 
only reach desirable readers in 
Chicago, but outside bankers as 
well. Business men traveling read 
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magazines in preference to any- 
thing else, and they are the natural 
resources of any business man who 
finds himself with an hour or two 
to squander. This magazine ad- 
vertising has been reproduced in 
advertising journals and comment- 
ed upon by many classes of people. 
We cannot trace direct results— 
have made no attempt to do so. 
Our business has increased, and we 
are sure that this advertising helps, 
together with other publicity. We 
also use daily papers, and I believe 
that one gets more for his money 
in the newspapers than in any 
other medium. But newspaper ad- 
vertising must be continuous, and 
it is expensive for a bank. As 
for copy, we try to be original in a 
conservative way. Statements and 
figures showing the growth of our 
business form the basis of some 
ads and folders, and again we pick 
up an item of live financial news 
and print it with the name of the 
bank—some forecast or resume of 
interest to business men taken 
from financial journals or the daily 
papers. This matter catches the 
attention and makes a momentary 
impression, and I believe that it 
helps. We want merely general 
publicity—something that will 
bring up the name of the bank at 
intervals in the scope that it sug- 
gests, but novel to a certain de- 
gree. Bank names are much alike, 
but ours has a decided ‘different’ 
quality. I think that there is an ad- 
vantage in advertising rather heav- 
ily when the public is thinking of 
banks. For example, there wasanera 
of bank consolidation a few years 
ago, and the newspapers were full 
of financial news for general read- 
ers. At that time we printed a 
statement to the effect that the 
National Bank of the Republic 
would not enter any combine or 
consolidation, but would. retain its 
individuality. This statement at- 
tracted a good deal of attention 
because newspaper readers were 
thinking of banks. I always re- 
fuse to go into special banking edi- 
tions of newspapers or other pub- 
lications. When solicitors come 
and say, ‘Every bank in the city 
is taking space and you ought to be 
represented,’ I reply, ‘Well, if 
every bank in town is going in I'll 
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keep out and advertise some time 
when I have the paper to myself.’ 
Tl.e arguments that can be used in 
advertising of our kind are limited, 
compared to those that can be util- 
ized to advertise other lines of 
business. Security is the chief ar- 
gument, and after that courtesy in 
dealing with patrons. We try to 
make this courtesy a real force in 
the actual daily work of the bank. 
There are two kinds of courtesy 
—that of the cheap sort, which is 
at once effusive and palpably upon 
the surface, and another kind that 
is dignified and genuine. Ours is 
the latter variety. A bank is a 
semi-public institution. It renders 
many services for which it receives 
no return, as making change, giv- 
ing information and so forth. We 
render these services umgrudgingly 
and make patrons feel that they 
have put themselves under no obli- 
gations to us. 

“One of the best things we ever 
did was to send out copies of Rev. 
E. E. Hale’s ‘The Man Without a 
Country’ just before the Spanish- 
American war. That was a time 
of intense patriotism, and as our 
bank has a thoroughly American 
name we coupled it with this story. 
As you remember, it is a story of 
a man who declared that he did 
not want to be a citizen of the 
United States, and was exiled. The 
moral went straight home, and 
though the story bore nothing in 
the way of advertising but the 
bank’s name upon the cover it was 
generally identified with the Na- 
tional Bank of the Republic. After 
actual ‘hostilities had begun we 
sent out copies of Julia Ward 
Howe’s ‘Battle Hymn of the Re- 
public,’ handsomely printed upon a 
folder with an engraved American 
flag, the author’s portrait and a 
facsimile of her handwriting. This, 
too, bore only the name of the 
bank, but it made such an impres- 
sion that -we received requests for 
copies from all over the country 
during two years, many people ask- 
ing for twenty-five or fifty for use 
in schools, lodge-rooms and 
churches. On the average we 
send out a piece of literature of 
some sort about once in sixty days, 
usually mailing something differ- 
ent from the last thing sent. We 
have a mailing list, but it includes 
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only business men in Chicago and 
vicinity. We also have a supple- 
mentary list of out-of-town bank- 
ers. Novelties such as rulers, blot- 
ters, calendars and the like are a 
waste of money, to my mind. Up- 
on the desk over there is an elabo- 
rate little clock, with a monthly 
calendar. It has an ad printed 
upon it. I look at that clock a 
good many times every day, but I 
give you my word that I do not 
know what it is trying to advertise. 
When such a novelty is received 
it makes a brief impression, like a 
magazine ad, but the ad is soon 
overlooked, no matter how persis- 
tently the novelty is used. ‘Fa- 
miliarity breeds . contempt’—cer- 
tainly it breeds neglect. So with 
directories and like schemes. Not 
long ago a solicitor came in and 
asked us to advertise on the cover 
of the Chicago city directory. 
‘Everybody uses it,’ he said, ‘and 
your ad will be seen by thousands 
of people every day.’ I went 
around among twenty of our clerks 
and asked them if they used the 
city directory. Most of them con- 
sulted it three or four times every 
day. But when I asked them to 
name the ads upon the cover none 
of them could remember a single 
one. I don’t believe in putting ad- 
vertising in a place where it is 
never seen, nor in a book to be 
shut up and kept upon a shelf. A 
man caught in a lonely railroad 
station with nothing to read might 
turn to the ads in a directory, but 
lonely men in railroad stations are 
not a very large public. As for 
sensationalism, we always avoid it. 
An ad upon a yellow umbrella on 
a sprinkling cart is good for some 
purposes, but not for a bank solicit- 
ing commercial business.” 

The National Bank of the Re- 
public enjoys a distinct reputation 
among Chicago business men for 
courtesy. Probably none of the 
banks in the Windy City are man- 
aged by curmudgeons, but the pol- 
icy of this institution’s officers has 
made its name synonymous with 
friendly. ~.urteous dealings. 





THERE’s many a firm who would pay a 
good price to have twenty visible words 
painted on the surface of the moon— 
on certain nights with some people they 
would get double circulation.—White’s 
Sayings. 
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THE VALUE OF LOCATION. 





When ‘the Pulitzer Building was 
erected, it was thought so much of 
as a “high” office building that out- 
of town papers published descrip- 
tions of it and the fame of the 
new structure even went abroad. A 
little while previously the new 
Times Building had heen erected 
on the site of the old edifice, with- 
out interfering to any great extent 
with the work of printing and pub- 
lishing the paper, which was car- 
ried on while the new building was 
in course of erection. This pe- 
culiar feat in building was also 
written up in the newspapers of the 
country, so that, at the time of their 
respective openings, the World and 
Times Buildings had been exten- 
sively advertised, free, pretty much 
throughout the civilized globe. 
Smart business men were not slow 
to notice these things, and there 
was a rush on the part of tenants 
for the offices to let in the new 
“skyscrapers,” as they were named. 
It was readily seen that there 
would be a certain prestige—an ad-* 
vertising value—in occupying an 
office in either of these famous 
buildings, and the offices, conse- 
auently, were not long left vacant. 
Some of the office tenants had half- 
tone cuts of the building printed 
upon their letter-heads and envel- 
opes, and these pretentious pictures 
lent a great amount of dignity and 
importance to the tenant of an 
eight by ten room, whose corres- 
pondents at a distance were awed 
by the “imposing”—the word is 
used in a dual sense—appearance 
of an office towering to the sky. 
Then the office-in-the-clouds idea 
struck the architects and builders 
of the city with irresistible force, 
and landowners vied with each 
other in getting a mortgage on the 
sky. The Tract Society Building 
went up and was soon followed by 
a higher one—the Syndicate, or 
“Park Row” Building. As they 
were growing the newspapers of 
the country were busy spreading 
their fame, telling a.-"t their 
height, their furnishings, ‘heir 
great capacity for business peopie. 
By name at least these buildings 
became nationally and internation- 
ally known, and office tenants flock- 
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ed to them in spite of high rents, 
because the mere “location” was an 
excellent advertisement for the oc- 
cupants. The latest of these much- 
written-about office structures is 
the curiously shaped Fuller Build- 
ing, at the junction of Broadway 
and Fifth avenue, at Twenty-third 
street. It is not yet completed in- 
ternally, but in spite of that fact 
every available room in the odd 
structure has been rented. Every- 
body has heard of the “Flatiron,” 
as the building is named, on ac- 
count of its resemblance, in shape 
of the site, to that useful domestic 
article. Illustrations of it have 
been published in many American 
and some European newspapers, 
and the building, at the present 
writing still unfinished, has already 
been widely advertised and at no 
cost to the owners. There can not 
be any question about the great ad- 
vertising value of a famous or pop- 
ular location for doing business, no 
matter what that business may be. 
New buildings of this kind are not- 
ed and written about in the news- 
papers of the city, and the stories 
are copied into the newspapers of 
the country. being considered good 
and instructive reading. The read- 
ers at a distance are impressed with 
the description of the building, its 
cost, size, tenant-capacity, height 
or other peculiarity, and if an il- 
lustration of the structure accom- 
pany the story, the wonder and in- 
terest are increased. It is reason- 
ably certain that the reading of 
such an article will leave a lasting 
impression on the reader’s mind, 
and if he should later receive a 
communication from someone in 
that building he is apt to think well 
of any firm or individual whose 
office or place of business is locat- 
ed therein. The mere fact of his 
being in that celebrated building 
carries a prestige with it which 
greatly helps the tenant. It is a 
distinct advertisement for him, 
and, as he pays for that advertis- 
ing when he pays his rent, he need 
not grumble if the latter is higher 
than he would have to pay in a less 
famous building —Fame for Octo- 
ber, 1902. 


ADVERTISING is an all-the-year- 
round tonic for trade. 


























GARISH THEATRICAL 
POSTER. 

The abuse of the billboard has gone 
to a great len In a majority of 
the cases that come under my observa- 
tion, the pictures advertising theatrical 
shows are ay, abominable and 
morally offensive. hey abound in 
coarse and brutal barroom scenes, in 
representations of murder and theft, in 
figures of repulsive ugliness and in por- 
traitures of women in every variety of 
indecent positions. What criminal sug- 
gestions they put into the minds of in- 
nocent children—pictures of criminals 
and ruffians with dagger, pistol and 
poison! What fuel they add to the 
flames of lawless passion that burn in 
the untamed breasts of wayward young 
men—demons of the highway paraded as 
heroes! What distressing sensations they 
bring to every person who has an eye 
for the beautiful—exhibitions of ugli- 
ness beyond description! What a sense 
of shame and humiliation they create 
in the minds of every decent man and 
every modest woman—such outrageous 
descriptions of the sanctities of human 
fifel—J. H. Crooker in Unity. 
++ —___ 


HEARTLESS FELLOW! 


Wife—Be sure to advertise for Fido 
in the morning newspapers. 

Next day the wife read as follows in 
the newspapers: ‘‘Lost, a mangy lapdog, 
with one eye and no tail. Too fat to 
walk. Answers to the name of Fido. 
If returned stuffed $2 reward.”’—Tit- 
Bits. 


THE 











Displayed Advertisements. 
80 cents a line; $100 a page; 25 per cent 


extra for specified position—if granted. 
Must be handed in one week in advance. 


CANADA. 


Cmapian ADVERTISING is best done by THE 
DESBARATS ADVERTISING AG’Y, Montreal, 
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by using a patented green 
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Sample for “our 2-c. ps. 
Money back .f not suited. 

BUCKEYE SHADE CO., 221 N. 

Monroe Ave., Columbus, O. 











E. BALDWIN HAMMITT, 


INVESTMENTS, 


HARTFORD, CONN. 























If you want to reach the Banxs and 
Bustxess Houses of the Country, also Cart 
TALISTs and InvEsTORS, and a well-to-do and 
good buying class, try an Ap in 


THE NATIONAL BANKER, 


84 and 86 La Salle St., Chicago, Il. 
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69 
BANKERS Susimess,.gn croc; 
It has been tested and : nd 





Tracts of 


B I Land. 


Ranch, Timber and Coal. Write me to-day If 
you are in the market. I can sell your land. 
I can find what a buyer wants. 


E. L. MILLER, Seneca, Kansas. 





RIPA-NS Tabules 
Doctors find 


A good prescription 
For mankind 





DEPOSIT SLIPS. 


For Banks and Trust Companies everywhere— 
printed from brass—hand st and ch 





Send for samples and prices. ANDERSON 
PUBLISHING CO., 239 Dock 8t., Philadelphia 



































those advani known and to keep them 
constantly before the eyes of those to whom 
they present it. By reason of their convenience 
for a variety of uses these Wallets are gladly re- 
ceived and conetady Sexe by all classes and Both 
sexes. Asample with prices will be mailed gratis 
to any one whose aeeroe Eromete him to write 
for it on his regular prin letter heading. 

FRANOIS I. MAULE, 








402 Sansom &t., Philadelphia. 
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| Mile Cupane sinha eae a 0, 
































wacbsen 
r Bag und 6 Mast, CITY OF MEXICO. 
} SLT aris Safe D fl | Savings 8 b Capital, - $ 100,000 00 
eee h pee benim ene we een wm i yy | Reserve and Undi- i 
“Sale brn toerton ma te Sea} Savers Su euetnen ese 40,595 88 
Sees ee ee on ade, vided Profits, § 595 
cane er mepenren \ Deposits, - - - 2,353,017 71 
Oflee High bos © be Dorm. B16 6.80 Remmiting’d. 4 
See Tae Benes Taos Sea, 4 ¥ P 
3 € A general Banking business trans- 
acted. Prompt attention given to 
Wir garantiren collections from the United States, 


which we remit for in New York, 

ele tey Chicago, Kansas City or San Fran- 
cisco exchange, at actual cost. 

We have exceptional facilities for 





eer ~ al collecting in the Republic of Mexico 
fee >be Samed. and many PAR POINTS. 
fadpen in bem Gem din bre 
$. 2OUIS Saf Swe DEPOSIT AND SANINGS S BANK CORRESPONDENTS. 


New Yor«—Mercantile National Bank. 
CHIcaGo—Corn Exchange National Bank. 














“ES! os 2 Buus : feces San FRANcISCO—American National Bank 

Kansas City. Mo.— National Bank of Commerce. 
ese two advertioonents (reduced from 50 DIRECTORS. 

— ‘Souble age lesigned by and inserted in T. R. CRUMP a 

the Herold des Games a few years ago GEo W. JENNIN 8. Vice-President, 

brought more customers to this bank than ail A. SAHLBERG Nie: Presiden 

cae Gareruising in other papers comsined RICHARD HONEY pane Harriet, 

What this paper—published since 1850—nas Ads -- me we 
Gze AM . POWELL, 
done for others, it can do for you. Address Gro. 1. Ham, Manager =F. W Srrona, Casnier, 


HEROLD DES GLAUBENS, Temple Bidg, St. Louis, Ho. 








MEXICAN INVESTMENTS 


= 


ARE GOOD INVESTMENTS. 





Hundreds of Millions of United States Dollars are 
being put into Mexican Projects—Railroads, Mines, 
Banks, Agricultural Companies, Manufactures, etc. 





MODERN MEXICO can tell you all about the best 
openings for capital that exist in the Southern Republic. 


ABLY EDITED... . 
BEAUTIFULLY ILLUSTRATED. 
SAMPLE COPY FREE. .... 


MODERN MEXICO, 156 Nassau Street, New York. 



























All Banks can increase their useful- 





PRINTERS’ INK. 








ness to the public and add to|/| INCREASE 
their profits by advertising. YOUR 
Many Banks do advertise, some in DEPOSITS! 


the right way and some in the 
wrong way. If your deposits are not increasing as 
rapidly as you would like them to, let us 


Many More Banks will advertise 


take your advertising in hand. 


in the future and those that 
make the greatest success of 
it will employ a_ specialist in 
bank advertising. 


Advertising For Banks is my 


We will take ENTIRE charge of your 
advertising for a salary of 
#25.00 PEK MONTH 
upwards, according to the amount of ser- 
vice we are required to perform 
In this department we offer you pre- 


specialty. A letter will bring cisely the SAME service that a regular 
: sas ] 4 ,500 a vear man right in your office 

my proposition and plans. Ads|} coula possibly offer you 

= especially for each We can prove our services 

client. 





A DEPOSIT BUILDER. 


WON’T YOU LET US? 


Charles N. Leach 


Advertising Agency. 
PROMOTERS 
OF GOOD ADVERTISING. 


PROVIDENCE R. I. 


The Right Kind of bank advertis- 
ing conforms to the traditional 
dignity and conservatism of the 
banking business and _ brings 
accounts. My clients aie sure 
of the right kind. 





JOHN P. DAMPMAN, 


BANK AND TRUST CO. ADVERTISING FIVE YEARS EXPERJENCE IN THE 


GENERAL ADVERTIS!NG FIELD 














NOLAN BLDG., READING, PA. 

















ESTABLISHED 1826. 


The Christian Hdvocate 


“ Official Newspaper of the Methodist Episcopal Church.” 


Largest Denominational Weekly News 
Magazine in the World. 


HE CHRISTIAN ADVOCATE reaches in its weekly visits very many 
of the more cuJtured families ‘n the Church. fully uwenty-five per cent 
of its subscribing patrons are to be found in the learned professions. Its 


larger cliente!e are members of the Church and their families—the men and 
women of energy. enterprise and wealth everywhere—~ ho admire the char- 
acter of the paper and love to read it every time it appears in their homes. 
Banks and Bankers are invited to test the advertising advantages of 
this paper—a one inch card for one year will cost only $254.80 
Our advertisers who have been {ts patrons for years constantly attest 
their appreciation of the paper’s value as an advertising medium. 





EATON & MAINS, 
Publishers. 
WM. BALDWIN, 


Advertising Manager. 
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ank Advertising 


must be dignified, conservative and representative. The 


XXth Century Interest Tables 


make a souvenir with all these qualities. Every recipient will value 
and use it for years to come; making it permanently productive for you. 


Printers’ Ink says: ‘‘ Makes a very acceptable addition to an office library, 
and will doubtless have a definite advertising value.’’ The Advisor says: ‘‘ The 
book makes a good souvenir and souvenirs make good advertisements,” 


Let me submit sample copies to you showing how other financial 
houses have used it. The price per hundred is not high. 
H. VAN ARSDALE, 9 Warren Street, New York City. 




















' If you wish to reach the purchasing public of 
oUTAH, IDAHO, NEVADA and WYOMING... 
you should advertise in “ 


The Salt Lake Telegram 


The People’s Paper of the Inter-Mountain States. 





IT HAS THE LARGEST AVERAGE EVENING 
CIRCULATION 
Between DENVER and SAN FRANCISCO. 


The only 3c. Paper Published in Utah. 


)@For advertising rates and further information, address 


E. T. PERRY, HoRAcE M, Forp, 
Mgr. Eastern Office, Mgr. Chicago Office, 
150 Nassau Street, N. Y. 112 Dearborn Street. 
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Coupons 


at the 


Fall Festival 


THE FALL 
FESTIVAL ASSOCIATION OF 
CINCINNATI. 


CINCINNATI, O., 
Sept. 26, 1902. 
CINCINNATI TIMES-STAR Co., 
Cincinnati, Ohio : 
Gentlemen.—As per your re- 
quest we have had an official 
count of the TIMEs-STAR cou- 
pons used by the school chil- 
dren on the special day set 
aside for them, Monday, Sept. 
22, 1902. The count shows 
that 16,845 of your coupons 
were used. 


Respectfully yours, 


(Signed) HIRAM S. MATHERS, 
Supt. and Asst. Secy. 


School Children’s Day at the Fall 
Festival was without doubt the most 
interesting feature of the big show. 
By actual count 21,454 school chil- 
dren, armed with coupons printed in 
all the Cincinnati newspapers, passed 
through the festival gates, a perfect 
stream of miniature humanity. That 
the Times-STaR goes into more 
homes than any Cincinnati paper is 
evidenced by the fact that out of the 
21,454 admissions on newspaper cou- 
pons, 16,845 held Tims-STAR cou- 
pons, The actual official count shows 
16,845 Times-STAR coupons, while 
the coupons of ALL THE OTHER 
CINCINNATI PAPERS COM- 
BINED was 4,609. The Times- 
Star leads, others follow—or at- 
tempt to. 


E. A. BERDAN 


Direct Representative 
86 Potter Building, New York 





The Royal 
Bank of Canada 


Incorporated 1869. 
Capital paid up, $2,000,000 
Reserve, - - - 1,700,000 


Head Office, Halifax, N. S. 


New York Agency, 68 William Street, 
8. H. Voorhees, Agent. 
Havana, Cuba, Agency, Obrapia, 25, 
F. J. Sherman, Agent. 


Through our own Branches we 
possess exceptional facilities for 
the handling of Banking and Ex- 
change business of every descrip- 
tion in Cuba and the other West 
Indies, and throughout the Do- 
minion of Canada. 

Draw Bills of Exchange and 
make Cable Transfers on all the 
principal European Cities. 

















ESTABLISHED 1849 





The Falconer 
Company 


BANK 
STATIONERS 


204 Water St. 
‘BALTIMORE, MD. 


Everything a Bank IVeeds 





Write now for our 
SPECIAL OFFER ON 
LITHOGRAPHED CHECKS 
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Readers of .. BANKERS.. 
German Papers SEEKING 


are among the best buyers of pro- 


prietary medicines or anything else COMMERCIAL 


which they need. 
You do not duplicate circulation PAPER 

in advertising in the German pa- WILL FIND A CAPITAL LINE AMONG THE MANU- 

* FACTURERS OF AGRICULTURAL IMPLEMENTS AND 

pers, as must be the case in the VEHICLES, WHO, THOUGH RICH, ARE LARGE 


use of English mediums. BORROWERS. THEY CAN ALL BE REACHED 
THROUGH AN AD IN 
The 


Toledo Express Farm Machinery, 


ST. LOUIS, MO. 
has covered the German field of 








Toledo and Northwestern Ohio A 6 1-2 INCH AD COSTING $6.50 EACH ISSUE, 
13 TIMES E. O. W., WILL BRING CONTINUED 

for forty-nine years and retains the OFFERINGS. 

advertising patronage of both local ADDRESS 

and general advertisers, because it MIDLAND PUBLISHING C0 

pays. Continuous advertising in . 

the Express brings good results. ST. LOUIS, MO. 

Toledo Express Co., SMALLEST ISSUE IN 16 YEARS, 
Toledo, Ohio. 10,000 COPIES. 




















Trenton Times 


5 Lioh The Only Paper 
Increase in Advertising 'f1 Trenton, N. J., 
In That publishes its daily circulation. 


a That has a circulation of over 12,500. 
. 0 . ’ 
Sept 1902 - Sept I901 That covers seventy suburban towns. 








THAT’S WHY That is published in the afternoon. 
Trenton Times Leads Circulation is 5O per 
In cent more than the 


. : combined circula- 
Quality and Quantity tion of all other 
Of 


Trenton Dailies. 


Advertising and GireulatiOn nm circulation statement, sample 


copy and rates furnished 
BUSINESS PLACED DIRECT. on request. 
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| READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ 


cards or circulars,and any other suggestions for be 


’ INK are invited to send Peete nbvertiemnente, tien ideas for window 





booe 


Many a bank could increase its 
deposits 25 per cent or 50 per cent, 
and some even more than that, by 
an expenditure of a few hundreds 
of dollars a year for newspaper 
space and a little time and money 
for good copy to go into it. 

Take a savings bank, for in- 
stance, in a manufacturing town, 
where wages are fair and reason- 
ably regular—what a chance in 
such a town for bank advertising 
that will be mutually helpful to 
the bank and to its depositors. 

Lots of people in your town 
don’t know how much money is 
required to open an account at your 
bank. Many who know that, do 
not know what interest you pay 
and how their savings will be se- 
cured, 

Tell them through your best 
newspaper how easy it is to open 
an account with you, and how 
much easier it is to save after the 
first step has been taken. Tell 
them what interest you pay and 
how often it is declared. Give 
facts and figures as to how much 
a daily or weekly saving of a cer- 
tain amount will foot up in a cer- 
tain term of years, with interest 
compounded, and tell them what 
“compound interest” means. 

Don’t try to make any of these 
things intelligible in your regular, 
stereotyped report, but tell one 
thing at a time and make it as plain 
as A B C, for you must remember 
that some people who are fairly 
well informed in other matters, 
know absolutely nothing about 
banking methods. 

Make some of your ads appeal 
to the husband in behalf of his 
wife or children; direct others 
straight at the women of the home 
and the office or factory, with brief 
arguments that will touch their 
hearts and their pocket interests 
at the same time. 

And don’t worry about losing 
dignity. Make your ads sensible 
and earnest, never silly, and the 





dignity of rent institution will take 
care of itself. 

Bankers everywhere are begin- 
ning to appreciate the helpful pos- 
sibilities of good advertising, and 
some of them are using newspaper 
space in a way that is going to add 
interest to directors’ meetings and 
increase dividends in the days to 
come. 

We reproduce below,a few good 
bank ads of different sorts, and 
in coming issues will reproduce the 
best of such advertising that ap- 
Nears in the press of the country, 
with comments and criticisms in- 
tended to be helpfully suggestive. 

Watch the development of bank 
advertising from now on, as shown 
by Printers’ INK and the news- 
papers. It should prove an inter- 
esting study and may not be wholly 
unprofitable. 

Have a neat booklet covering 
every essential point to hand or 
mail to each inquirer. 

Brief Daily Reminders Like this will 
Start Many a new Customer 
our Way. 





Lay by a part of your 
earnings regularly and you 
will have a partner that will 
work for you day and night. 
Savings earn 4 per cent in- 
terest compounded twice a 
year at this bank. You can 
bank by mail. 





For Canned Goods. 





Doing Things 
Well 


Up in Mew York State, 
the Oneida Community have 
quietly made themselves fam- 
ous by making common 
things in an uncommonly 
good way. 

ie “of Canned Fruits, 
Vegetables, etc., are endless, 
but it was left to these 
Oneida folks to have theirs 
better than the others. 

Oneida Community goods 
are celebrated, hence this 
store has their complete lines. 

We offer this week: 
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A Single Definite Statement is Worth 
a Column of Generalities. 





Interest 


will be figured from 
Oct. 1st at 3 per cent a year, 
compounded every six 
months, on all sums deposit- 
ed on or before Oct. 15th. 
Call for a metal bank. Our 
savings department has been 
moved into its large new 
quarters across the hall. 
Savings Department Open 
Monday Evenings 6 to 8 and 
Daily from 10 a. m. to 3 p. 
m. Saturdays 9 a. m. till 
noon. 











Some People will be Hurried More by a 
Little Scare Like This Than by the 
Best of Other Arguments. 





The man who procrasti- 
nates will be sorry he didn’t 
start a savings account while 
his health was good and 
work plenty. 4 per cent in- 
terest compounded twice a 
year at this bank on all Sav- 
ings accounts. $1 will start 
you. 











This is Interesting Because it says Some- 
thing in Particular about This 
Particular Bank. 


A Bank with a 
Record 


Is not necessarily an old 
bank. 

Our record is 1,600 new 
accounts in 1902. 

ssets over $1,800,000. 

Ask our customers why 
they keep their funds with 
us, or better yet give us an 
interview. 











Another One for a Trust Company. 





4 Per Cent 
Interest on 


Savings 


When you make your will, 
remember this company is an 
executor vou can depend up- 
on. Its life is perpetual. It 
never refuses to serve. No 
charge for drawing and the 
safe keeping of your will. 

Capital and surplus $800,- 
000. 











Another Good Bank Ad. 








Prudent Women 


know the value of a 
savings account in a strong 
bank. That’s why hundreds 
of them have a snug sum of 
money earning 4 per cent in- 
terest in the City Deposit 

ank. 





Just in Time for Thanksgiving. 





Have You a 
Turkey Set? 


We are offering this week 
a thirteen piece turkey set, 
semi-china, beautiful old blue 
decorations and gold edge, 
making a most beautiful set 
—at only 











Which None will Dispute. 





Hard Times 
Comes Knocking 
At the Door 


of the improvident 
man who didn’t foresee the 
need to put aside some of 
his earnings. A bank ac- 
count is your friend in need. 
Start it now and here. 4 
per cent interest paid. 

Send for booklet. 





a Bit too Early for Christmas 





Christmas 


It’s not too early to begin 
to think how to save money. 
You mustn’t do your Christ- 
masing without looking at 
the 25c and more gifts at 
Evans’s. 

Thousands o’ trifles. 








Makes a “‘Knock-Down” Argument 








Another Branch of Bank 
vertising, 





The Union 
Savings Bank 


Capital $1,000,000. 

When you go abroad take 
with you one of our Letters 
of Credit. 

You will find it a great 
convenience. 

We sénd money to any 
jpart of Europe. Buy and 
sell foreign exchange. 

4 per cent interest on sav- 








ings. 











Good Talk, but Ought to be Backed by 


PRINTERS’ INK. Ti 


Descriptions and Prices. 





Modern Business 
Methods 


demand modern office sup- 
plies—the blank books, the 
stationery, the desk fixings— 
the little odds and ends of 
labor-saving devices — all 
bearing an important part in 
the evolution of a successful 
business— 

We have been selling office 
supplies for more than a 
quarter of a century. 

You can always count on 
finding the very best of 
everything on our shelves. 





This is a Good Ad. 








Directors’ Table 


As fast as new office build 
ings are erected in Pittsburg 
the demand for high-class 
office equipments ixcreases. 

Business people whose af- 
fairs are of more than aver- 
age magnitude realize the ne- 
cessity for furniture that 
makes a favorable impression 
upon those who are accus- 
tomed to seeing the best. 

Corporation officers in par- 
ticular show a disposition to 
select high grade pieces for 
their offices. Hence, such ex- 
amples as_ the Directors’ 
Tables illustrated above are 
in large demand. 

This table is an ideal one. 
It is exactly the right height, 
width and length, too, for 
general use. 

Made of quartered golden 
oak, 6 feet long, 42 inches 
wide, with a large drawer in 
each end. 

You can always find best 
variety and best price induce- 
ments at 








Almos 


st as Good Now as While 
Strike was On. 








When You Have 
An Oil Stove 


What do.you care about 
coal? Lots of the people 
who have bought oil stoves 
here tell us that they plan 
to use them all Winter, even 
if coal does the wonderful 
and comes down to reason- 
able prices. They find that 
Oil Stoves are economical 
and very practical. You use 
them when you want them 
and turn them out when you 
don’t—and, if you buy the 
good kinds that are here, 
they are neither smoky nor 
smelly. 











Just a Brief Outline of What is Meant 
by “The English Idea” and a hint 
As to Price Would Have Helped 
Them on a Lot. 





Evening Clothes 


Social season is on. 
There’s a distinct depart- 
ure in Evening clothes this 
year. 
The English idea prevails. 
Don’t wait until the last 
minute and expect to get 
rigged out in a few days. 
Dress clothes can’t be made 
that way. 








Buttons, But so Comprehensive. 


Buttons ! 


From the commonest to 
the most expensive kind of 
button—rare, hard to find— 
in fact, every sort, style and 
design, we try to have con- 
stantly In stock. It’s worth 
your while to spend 10 min- 
utes among the beauties of 
our hobby—Buttons. 











Conveys the Idea of High Quality 
and Low Price. 


Men’s Bath Robes 


The comfortable Terry 
Kind— 

Perhaps some other store 
could get such robes as these 
to sell at three dollars. But 
no other store does get them; 
though we’ve been bringing 
them over in as large quan- 
tities as were available for a 
couple of years. And go 
where you will, you'll not 
find better robes for less 
than five dollars. 

These are made of excel- 
lent Terry cloth, in neat 
stripes; cut comfortably 
throvghout, sleeves properly 
put in; skirt right length; 
seams ‘neatly finished. $3 
each. 














It Would be Difficult to do Much 
ter in so Small a Space. 





2 Per Cent on 
Checking 


Accounts 


No question at all about 
your needing a savings ac- 
count, 

And no question of secur- 
ity if you have it here. 

We pay 4 per cent com- 
pound interest, and a capi- 
tal and surplus of $800,000 
is your guarantee of safety. 
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The Most Popular Jewish Daily. 





Daily 
Jewish 


Herald 


ESTABLISHED 1887. 


Largest Circulation 


Reaches more homes than any Jewish 
newspaper, therefore the BEST 


advertising medium. 


The VolKsadvocat 


WEEKLY 


The only weekly promoting light and 
knowledge among the Jews in 
America. 


M. @ G. MINTZ, 


PROPRIETORS, 


132 Canal Street, New York. 
Telephone, 988 Franklin. 





Circulation Books Open for Inspection. 
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Southeastern Pennsylvania 


Cannot be Covered Without Using the 


CHESTER TIMES. 


So Expert Advertisers Say. 


Guaranteed Net Copies 
Circulation Over 8,800 Daily. 


[From TIMES, November 20, 1901.] 

A genial and rotund-looking gentleman, with an expression similar 
to that of ex-Speaker Keed, stepped into the Tres office the other day 
and asked for the business manager, and being escorted to the presence 
of that functionary introduced himself as Mr. Rucker, advertising 
manager of the Swift Specific Company, of Atlanta, Ga., one of the 
largest and most successful medical corporations in the country. 

Mr. Rucker stated that he was in the North investigating the circu- 
lations of the big dailies in the largest cities, and while so engaged with 
his assistants in [ooking into the circulation of some of the big Phila- 
delphia journals and surrounding country his men were continually 
coming in contact with the CHESTER TIMES. 

This fact led him to call. He stated that his company, with whom 
he has been connected for twenty years, realized that the TIMES was a 
strong local daily and stood well up, but he was rather surprised with 
o yhenomena!l circulation right under the nose of the big Philadelphia 
dailies. 

For years the only argument the TrmEs has had to meet among 
foreign advertisers was the seemingly reasonable one that the Phila- 
delphia papers covered the field, but this has been overcome when the 
situation was explained or an investigation made, and to-day the TimEs 
is carrying as much, if not more, foreign business than any paper out- 
side of the la cities and high-class business at that. 

The Swift ific Company has been in the columns of the Times 
before, but of late years has not advertised, owing to the rate de- 
manded. As stated above, Mr. Rucker said they knew the paper was a 
valuable medium, but they Cheese previously that the rates were a 
little beyond them, but upon looking personally into the field he was 
assured that the Times had all the circulation claimed and was a 
strong proposition. 





CHESTER, Pa., November 5, 1901. 
Dear Mr. RUCKER: 

I have scribbled off as accurately as I remember the conversation 
relative to the Trmes when you called here and submit the same for 
your approval before publishing it. I will not permit your modesty to 
change a line in regard to yourself, but if I have misrepresented your 
idea of the paper or have p. it in a false position I cheerfully ask 
you to blue pencil that part which holds it up before the public in an 
untrue sphere. With best regards, I am, very Cay AN 

CHA S R. LONG. 


Sr. Pau, Minn., November 17, 1901. 
ROCKER. 


Don’t object to this. 


CHESTER TIMES | Circulation Statement for Three 


WALLACE & SPROUL, Pubs, | “onthe, Less All Returns. 
Cuas. R. Lone, Business Manager. July, 8,786 


| Average Dally 


iawn | gy i Aug. 
F, R. NORTHRUP, 220 B'way, | or 2d Seon HH 
aad | 


New York Representative. 

















— 
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SOME IDEAS. 


The designs of booklet covers 
and small space ads for banks here 
shown, were made by the Geo. 
“thridge Company of 33 Union 
Square, New York, and voluntered 
by them for this issue of the Little 
Schoolmaster. The gentlemen who 
constitute the concern were until 
recently with Chas. Austin Bates, 
but have struck out for their own 
account and are reported to do 
good and effective work in design- 
ing and writing copy. They say 
they prefer to devote their whole 
time to these topics alone—things 
which they know how to do. 
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Mr. Kitchell of the above firm re- 
ards the functions of an advertis- 
ng agent as something entirely dif- 

ferent and as a field already over- 
crowded. 
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/ Local Strength | 





’ As a man is usually best known by his nearest 
frieads and neighbors, so the value of a news- 
paper as an advertising medium is best known 
in its local field. In the Sunday issue of the 


GRAND 
RAPIDS 
HERALD 


(GRAND RAPIDS, MICH.) 


On October 5— 


112 LOCAL ADVERTISERS used 147 Ads—49 Cols. 
On October i2— 


117 LOCAL ADVERTISERS used 153 Ads—S55 Cols. 


On October 19— 


122 LOCAL ADVERTISERS used 148 Ads—S55 Cols. 
On October 26— 


121 LOCAL ADVERTISERS used 144 Ads —62 Cols. 


These were all in the display and reading columns. 
No “ Want” Ads counted. 

This is a greater number of local advertisers and 
more columns of local advertising than any other paper 
in Grand Rapids carries on any other day of the week. 

The Herald is the only Sunday and the only Morn- 
ing paper published in Grand Rapids. 

The foreign advertiser is pretty safe in following in 
the footsteps of his local brother. 


Eight of the leading banks of Grand Rapids are 
carrying advertisements in The Herald regularly. 


HENRY BRIGHT, 


— Bldg., New York. Boyce Bldg.. Chicago. 
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THE TIMIDITY OF 
MILLIONS. 
By Joel Benton. 

Just why it is that many impor- 
tant businesses and professions fol- 
low a rule of extreme etiquette in 
respect to advertising, and either 
shun its publicity or its loudness, 
is hard to say. The habit comes 
or has grown from an early tra- 
dition which assumes that it is not 
fit or dignified, or that it smacks of 
assurance or downright humbug, 
for them to rival the voice and 
voluble phrasings of the ordinary 
huckster. But when all of any 
class abstain from celebrating 
themselves, no one of them takes 
svecial detriment thereby, and no 
one scores an advantage. And so 
the custom so sacredly entrenched 
goes on. The doctors and medical 
societies which are termed “regu- 
lar” have formerly had a rule of 
ethics upon advertising that was, 
for the most part, until recent 
years, pretty generally observed. 
All that the doctor who obeyed 
it was permitted to do was to have 


a modest sign that simply gave his 
name, to which after a while he 
might add the record of his office 


hours. You would not certainly 
know from this whether he was a 
medical doctor or a dentist but a 
call at the door would inform you. 
A little later, reputable country 
doctors were seen to put their card 
—just as modestly and briefly writ- 
ten as their sign—in the village 
paper. Even now anything much 
more than this is usually consider- 
ed a performance that savors of 
quackery. But the doctor who is 
accomplished, and who has satis- 
fied many patients, requires very 
soon a form of advertising that is 
unsurnassed—and one that he has 
no occasion to apologize for. And 
this advertising is the talk of his 
pleased patrons. It runs from 
house to house through city and 
country and secures for him the 
best possible publicity. The church 
aud the minister were once abstain- 
ers from the advertising columns, 
but in later years they have, with 
few exceptions, advertised in the 
Saturday issues of the daily press 
and by circulars left at the hotels. 
What is said for them, however, is 
rather briefly said: But to return 


tothe banks. Before they were 

sO numerous, and before the trust 

company came to usurp some of 

their functions, the etiquette of 

silence was pretty generally ob- 

served. A bank, in fact, is so great 

a convenience and necessity that 

people within its vicinage are sure 

to find it in growing numbers. It 

is always founded and managed by 

men who are familiar with money 
and investments, and the procure-- 
ment of profits, and so it is never 
put in the woods or away from the 
possibility of frequent visits. Some 

writer has spoken of the timidity 
of a million dollars, two millions 
and upward being the only things 

more timid. But the one hundred 

thousand dollars and more capital- 
ized in a bank is both timid and 
far-seeing, as well as powerful, and 
it usually fixes its position on a 
good fulcrum from which to draw 
advantage in the very outset of its 
career. The best banks to-day do 
advertise in certain ways. For one 
thing—taking the Fifth Avenue 
Bank of this city as a worthy sam- 
ple—they provide rooms for their 
separate customers’ privacy, vaults 
having every convenience, with 
ease of access, and all that 
can be desired in the way of writ- 
ing material, privacy and retire- 
ment, proffered help when it is de- 
sired, full information ap any top- 
ics inquired about and attractive 
alcoves and rooms for the women 
who have business with it. A 

statement of these things, with 

books or booklets and circulars 
which tell everything depositors or 
borrowers need to know are quietly 
sent from time to time to the 
bank’s patrons, and to persons 

whose needs can be met by the fi- 

nancial service of the institution. 

These things, and others which 

bankers do not need to describe in 

detail, more or less supersede the 

use or the extensive occupancy of 

the advertising columns of the 

newspapers. 

so a 
IF HE ONLY DID. 

“Yes,” said the discontented man, 
“T’ve got a job as assistant professor of 
astronomy at the college, but it doesn’t 
pay very well.” 

“But it’s very easy work. All you've 
got to do is to gaze into space and—” 

“But I don’t get space rates for it."— 
Philadelphia Press. 
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For Some Banks 


The American Newspaper Drrectory is a 
chronicler of the entire North American Press. 
It is now in its thirty-fourth year of consecu- 
tive publication under the supervision of its 
publisher, Mr. George P. Rowell. It is the 
recognized standard work of its kind in the 
world. It directs millions of dollars of Ameri- 
can advertising. Itis primarily for the service 
of general advertisers, but it contains enough 
pertinent information to make it a useful and 
valuable reference book in the office of banks 
which do an extended commercial business to 
justifiy them to purchase a copy, and for such 
banks which contemplate to enter into adver- 
tising campaigns it becomes almost a neces- 
sity. In its pages are chronicled 21,805 daily, 
semi-weekly, monthly and quarterly news- 
papers and periodicals, together with their 
ratings as to circulation, ownership, politics, 
character of publication, etc. The information 
is so tabulated by States, counties, cities and 
towns as to give instant advice about the in- 
dustrial, geographical and topographical im- 
portance of any section of the country. Itis 
paramount to a rating book of Dun or Brad- 
street. It indicates the population centers 
and their relative value for advertisers. The 
book is substantially bound in cloth and gold, 
contains 1,447 pages, and is revised twice a 
year. 





October issue for 1902 just out. 
Price $5.00 per volume. 
Postpaid upon receipt of price. 


For further information, if desired, address, 


GEO. P. ROWELL & CO., Publishers, 
10 SPRUCE St,, N. Y. 
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TWO PLANS OF BANK AD- 
VERTISING. 


“A sbank’s “publicity depends 
largely upon its locality and the 
nature of the business it does,” 
says Mr. Samuel N. Jaros, ad- 
vertising writer, 150 Nassau street, 
to a Printers’ INK pupil. “Take 
the uptown branches of banks here 
in the downtown district, for ex- 
ample. They are the centers of 
territory hardly ten blocks square, 
for people seldom go further to 
bank in Manhattan. On the streets 
running north and south are small 
tradesmen, chiefly, while on the 
cross-streets are householders or 
renters of houses. The readiest 
plan for advertising such a bank 
in such territory is that which em- 
braces literature almost exclusive- 
ly, for there are no papers or other 
periodicals that can be used to ad- 
vantage. The first step in the cam- 
paign is the compilation of a mail- 
ing list. Or, rather, there should 
be two lists. The first takes in 
tradesmen, who should be listed, 
examined as to their rating and 
divided into groups according to 
their desirability as patrons. The 
business man whose rating is be- 
neath a certain figure, or who has 
none at all, may not be profitable 
as a commercial customer, but can 
be classed with those who are to 
be solicited for savings accounts. 
The residents on _ cross-streets 
should be divided into those who 
own houses and those who rent. 
The first class should be solicited 
for household accounts and the 
last plied with savings department 
literature. This list should also 
be divided into men and women, 
the men being listed by their 
downtown addresses. These vari- 
ous classes of people can then be 
approached with different argu- 
ments. To the tradesmen send 

ersonal letters offering facilities 
in banking, discounting, and so 
forth. To the clerks and business 
men downtown send brisk litera- 
ture dwelling upon the advantages 
of a household or savings account 
near home. To the women send 
dainty folders and booklets ex- 
ploiting household and savings ac- 
counts and safe deposit boxes. This 
plan can be put into operation at a 
very reasonable cost for compiling 
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lists, and for literature. Where 
the bank is situated in a city less 
localized than New York it can be 
made to cover far more territory. 
Another plan for bank advertising 
that has never been tried to my 
knowledge is that of printing small 
arguments on the backs of checks, 
This could be made a forceful fac- 
tor in advertising a purely com- 
mercial bank. The average bank- 
er will doubtless shy at precedent 
when it is proposed, but in this 
connection the word ‘advertising’ 
means something quite as dignified 
as the monthly statement. The ad. 
will take the form of short, terse 
sentences of the bank’s strength, or 
upon its courtesy in dealings, or 
other arguments that will give a 
note of personality. Even the bare 
figures of capital and surplus 
would have advertising value be- 
ciuse of the novelty. Checks area 
widely circulated advertising medi- 
um, and if the little ad is printed 
above the place where indorse- 
ments are written on the back of 
check-forms it is certain that at 
least half a dozen persons will read 
tle ad before the check reaches 
the bank upon which it is drawn. 
Checks are by no means confined 
to the cities where issued, but 
travel all over the country, and the 
bank that used this form of public- 
ity would soon acquire a national 
reputation in the banking and busi- 
ness worlds. Much depends upon 
the nature of the little sentences, 
but with the right sort of argu- 
ments and language there would 
be absolutely no sacrifice of dig- 
nity. See how dignified the little 
talks are upon Wanamaker’s glove 
and book envelopes. Or, if the 
plan is not taken up by a bank, 
there would probably be no objec- 
tion to its use by a business house, 
although the quantity of circula- 
tion would be relatively small, of 
course.” 


FISHY FISH. 

The following notice appears in the 
= of a popular restaurant in Shore- 
itch 

“Cheapest eating house in ,London. Our 
fish cannot be approached.” 

The inference is that the prices, at 
any rate, are not high.—London Globe. 


SoME ad men seem to forget that there 
is more to actually spending money than 
recommending its disbursement.— 
White’s Sayings. 
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ABOUT 75% OF THE MEN 


in mercantile and profes- 
sional life owe something 
of their success to personal 
appearance. The leisure 
class owe still more to the 
same cause. The few genu- 
ine geniuses succeed in spite 
of it. Personal appearance 
is largely a matter of dress. 
Dress is largely a matter of 
the Cravat. This was under- 
stood as far back as the days 
of Beau Brummel, but it is 
only the later section of the 
present generation of men 
who have fully grasped it. 
The well-groomed man of to- 
day, even when he must economize on other 
articles of apparel, buys ten Cravats where his 
daddy bought one. 

There is a 32-page text book called “The 
Cravat.”’ It tells of the What, Where, When and 
How of a Man’s Cravat — Its Names and Shapes, 
Its Tying, Its Care, Its Selection, Its various Forms 
for Special Occasions and Functions, Its Color 
Scheme, Its Adjuncts: Pins, | a 
Fasteners, etc., Its Don’ts, 
in fact, all about a Man’s 
Cravat. It is profusely and 
sumptuously illustrated 
by one of the foremost art- 
ists of America. The first 
edition cost the publishers 
over $15,000, but you can 
have a copy for the asking 
if you send your address 
and a 2-cent stamp to the 
Publisher, James R. Keiser, 
122-124 Fifth Avenue, New 
York. If you prefer a bound 
copy from the de Luxe edi- 
tion send 12c. in stamps. { 
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BANK ADVERTISING IN 
CLEVELAND. 


To readers who learn geography 
from the advertising sections of 
the magazines it may be necessary 
to state that Cleveland is in Ohio. 
For the city has almost no repre- 
sentation in general mediums—Jap- 
a-lac made by the Glidden Varnish 
Company, is the only commodity 
that comes to mind. Cleveland is 
short on general advertisers be- 
cause her immense, profitable busi- 
ness is chiefly in heavy staples— 
lumber, iron, grain, ship-building, 
refining and so forth—and her 
products are not of a sort to be 
advertised in general mediums— 
at least, not in the stages of transi- 
tion from producer to consumer at 
which the city handles them. The 
dailies of Cleveland carry as large 
an area of retail publicity as those 
elsewhere, and while it is not ex- 
ceptionally clever retail publicity it 
is certain that advertisers make it 
pay from year to year. The most 
commendable branch of publicity 
is that of banks and trust com- 


panies. Evidently the infection was 
caught from Pittsburg, which is 
now entering territory very close 


to Cleveland, securing mail de- 
posits through country dailies and 
weeklies. The Cleveland banks 
have adopted the mail system, but 
have never advertised it in these 
mediums, their publicity being con- 
fined to local papers, car cards and 
literature. The Cleveland Trust 
Company has done some distinc- 
tive advertising, and is said to be 
the pioneer and a model for the 
the rest. In fact, this company’s 
success has been so pronounced 
that several other institutions 
have come into being since it 
was Organized in 1895, and each 
of them has immediately adopted 
advertising with good results. 
Booklets and ads in preferred 
newspaper space have been the 
chief mediums, and no expense has 
been spared for fine printing. Safe 
deposit vaults were exploited by 
means of 7,500 tin boxes suitable 
for storing insurance papers, dis- 
tributed to a select list of house- 
holders. These boxes bore litho- 
graphed ads, and contained four 
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booklets describing the bank and 
its facilities. The trust company 
features have been advertised with 
excerpts from the Ohio statutes re- 
lating to the disposal of property 
in cases of intestacy, as well as by 
means of digests of Ohio laws re- 
lating to trust companies and con- 
densations of the national bank- 
ruptcy law. The bank is hand- 
somely fitted up, with rooms for 
men and women, and something 
more than ordinary care is taken to 
give patrons conveniences and 
comforts. Women have a boudoir, 
reading room, correspondence 
room and lavatory, while for men 
there is a lounging and smoking 
room. The Western Reserve Trust 
Company, incorporated in 1900, 
has advertised from the beginning, 
using dailies, literature distributed 
by mail and a small number of 
country weeklies. Small clock 
banks for home savings have been 
successful, bringing in nearly 
8,000 accounts in less than two 
years. These accounts are small, 
averaging about $40 each, but they 
are stable and wholly desirable. 
Mr. Fred R. Fuller, assistant secre- 
tary, says that the home savings 
bank is an excellent means for 
reaching children, and, through 
them, their parents. Mail deposits 
have not been extensively adver- 
tised, but the company carries a 
good many accounts. Most of 
these are small, but have-~the ad- 
vantage of being inactive on the 
debit side. About eight inches are 
used in each daily every week, 
with booklets, theater programmes 
and other auxiliary mediums. The 
Dime Savings Bank has made 
good use of novelties such as memo 
books and rulers for school child- 
ren. Mr. F. H. Townsend, secre- 
tary and treasurer, believes that 
advertising in legitimate mediums 
is better than freakish attempts 
to be original. Booklets have al- 
ways been productive, while car 
cards have been used to advertise 
small home banks. The enterprise 
of Pittsburg banks in entering ter- 
ritory around Cleveland ‘has inter- 
ested one or two banks in coun- 
try papers. The Garfield Savings 
Bank is placing some commendable 
ads in a small list of suburban 
weeklies, 
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Banker May Invest 
$10.00 


SO THAT IT WILL PAY HIM A DIVIDEND OF 


100% 


Explanation: 


A banker, Mr. A. E. Rice, has brought out a 
book called ‘‘ Practical Bank Advertising.’”’ He has 
put into this book the results of long experience in 
successful bank advertising. He has adapted it to 
the needs of the modern bank in city and country. 

The book gives helpful information respecting 
the various methods and mediums of bank advertis- 
ing. It furnishes a bountiful supply of ready-to-use, 
business-fetching advertisements. Furthermore, it 
equips the banker that he may easily write and profit- 
ably direct his own advertising. Pays more than 100%. 

In order that no good thing might escape, the 
author called to his assistance the skilled advertising 
specialist, Mr. E. A. Wheatley, of New York City. 
As a result of this ‘‘ combine,’’ the work has been 
adopted by a large number of the best banks 
throughout the United States. It has likewise met 
with great favor among the professional advertise- 
ment writers, as evidenced by the eagerness with 
which they lay hold of it, and the liberality with 
which they utilize its contents. 


Practical Bank Advertising’”’ 





is handsomely bound in half morocco, is gilt edged, 
has 745 pages, and costs you just $10, delivered. 
You need it. Letussendit. At any rate write us for 
specimen pages and testimonials, sent free to bankers. 











FREMONT PUBLISHING COMPANY 
FREMONT, OHIO 
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MAKING GOOD BANK AD.- 
VERTISING. 


(By Seth Brown.) 


The banker has his business. He 
is supposed to be experienced in 
that and give his main thought to 
it. As a rule he has neither time 
nor the training to do much with 
advertising. He is liberal, wants 
tie best there is, and expects to 
pav for it. He usually does, but 
dces not always get it. The bank- 
er is a mark for a lot of scheme 
advertising ; because he is busy and 
often feels the need of some kind 
of publicity he falls into many an 
advertising trap, buys booklets with 
a supposed advertising value, 
whose only element of goodness 
lies in an attractive design. As a 
general proposition I believe that 
no advertising for a bank is really 
good that does not emanate from 
some one directly connected with 
the concern. I believe that in 
every instance the outsider ap- 
proaches the subject at so much 
disadvantage that the chances of 
success are almost impossible. The 


only successful bank advertising 


that I have ever known of has 
been done by some one thoroughly 
in harmony with the policy of the 
bank, who had both the time and 
the ability to do-advertising that 
was representative. To accomplish 
this it is necessary to study their 
bank and its customers as an orig- 
inal problem and I know of no 
general rules that are of a great 
d.al of benefit in this matter. The 
outsider may write many general- 
ities that are all right as economi- 
cal essays, but what the average 
depositor wants to know, in mak- 
ing his banking relations, is: What 
will this particular bank do for 
me? And the advertiser that can 
best answer this inquiry in a dig- 
nified and attractive manner, will 
do the best advertising. Any bank 
advertising that, in tone, or in ap- 
pearance, is below the standard of 
service of the bank, is at once 
harmful, unprofitable, and that is 
a criticism to be made on a 
great deal of the bank advertising 
now being done. Jokes, puzzles, 
scheme prizes, knick-knacks and 
foolishness are daily doing duty as 
bank advertising, thoroughly mis- 
representing the concern that sends 


them out. The same care and at- 
tention should be given the prepa- 
ration of bank advertising that is 
used in bank correspondence. The 
man who attempts to talk for the 
bank should talk authoritatively 
and carefully. He should be 
genial, but dignified. The reason 
for all bank advertising being dig- 
nified is that no one cares to place 
their deposits with a concern 
which approaches the subject of 
banking as a huge joke; they pre- 
fe.. in making their banking re- 
lations, to deal with the people 
who realize the sacred respons- 
ibilities of banking, and carry 
forward their work in accord- 
ance with this realization, and 
anything short of this high ideal 
in the bank’s advertising, will fall 
far short of its full measure 
of usefulness. To sum up the 
whole matter, the bank’s advertise- 
ment should emanate from the in- 
s:le; be dominated by a personal- 
ity in the confidence of the bank 
officials and in thorough harmony 
with its policy. This kind of ser- 
vice cannot be bought by the page 
and is a class of service that often 
merits as high compensation as 
that received by the titled officials 
of a bank. 
_—_~+—@——_ 
NOT LONG ENOUGH! 

“You have called in response to our 
advertisement?” said the patent Medicine 
man. 

Yes; you want a man who can write 
your advertisements, I believe?” said 
the serious looking caller. 

“That’s what we want. 
ence have you had?” 

“T’ve een a writer of fiction for 
twelve years.”—Yonkers Statesman. 


aS 
NEWSPAPER = ILLUSTRAT- 


What experi- 


AEihe oa EE = =_—_— 
WE ROBBED THE BANK OF ITS LAST CENT. 
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END five cents in 

stamps for a copy of 

the Seventh edition of THE 
Awnnuat FinanciAL Review 
of Zhe New York Times to 
be issued January 4, 1903. 


THe ANNUAL FINANCIAL 
Review of Zhe New York 


Times will contain the most 


valuable and complete sta- 
tistical review of the world’s 
financial transactions for the 


year 1902: No banker or 
investor should be without 
it. The advertising rate for 
this edition is $1.00 per 
agate line. 


Tue New York Times. 


“All the news that’s fit to print.” 
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NOTES. 


FretsHer Bros., wholesale clothiers, 
Philadelphia, send out a bright mailing 
card to agents by way of following up 
their fall and winter sample book. 


Tue National Trust Company, of 
Louisville, Ky., sends out a a Me 
little booklet describing its functions 
and facilities in a most clear, complete 


fashion. 


“THE grub that makes the butter fly” 
is the catch phrase used on a car card 
advertising the self-raising buckwheat 
flour of the Hecker-Jones-Jewell Milling 
Company. 


“Be WIse” is an odd folder from Coes 
& Young, Boston, describing winter shoes 
and illustrating the latest sfyles with 
clear-cut etchings. The title of the fold- 
< is happily symbolized with drawings 
of owls. 


THE annual announcement of the 
Young Men’s Christian Association, 
Evanston, IIl., is a cleanly printed book- 
let of thirty-two pages, commendable for 
compact arrangement of a large mass of 
information. 


Comrort Heel Cushions, a device “‘for 
all who have feet,’”’ is described succinct- 
ly in a neat twenty-four page booklet 

rom the makers, the Comfort Heel 
Cushion Co., Philadelphia. Testimonials 


are used to back up arguments. 


Tue Gutmann-Sprague Co., illustra- 
tors and makers of advertising designs, 
19 East 21st street, New York, send out 
a small folder that might have been 
elaborated and made to tell more about 
specific designs. 


A FOLDER showing a variety of pretty 
desk clocks comes from H. Phelps, 
Ansonia, Conn. It shows seven different 
designs, gives prices and details and 
makes up by its practical information 
for the rather primitive quality of the 
folder itself. 


Candy Tipics is published in the in- 
terests of D. Auerbach & Sons, 334 West 
39th street, New York, and not only con- 
tains bright arguments for that firm’s 
output of candies, which averages forty 
tons a day, but gives advertising sug- 
gestions to retailers that are sound, sane 
and worthy of adoption. 


A SAMPLE of a non-gumable mucilage 
bottle comes from W. P. & C. P. Potter, 
manufacturers, 10 Shetucket street, Nor- 
wich, Conn. It is asserted that the 
bottle is non-gumable at the mouth and 
therefore does away with the objection- 
able features common to ordinary muci- 
lage bottles. 


Tue Bascom-Eclipse Folder Company, 
Sidney, Ohio, makers of the Twentieth 
Century Folding Machine, sends out a 
neatly printed circular that bears the 
following explanation on the first page: 
“This is our salesman. Give him court- 
eous treatment. He can go any place in 
the country and his railroad fare costs 
him onlv one cent. He has no hotel or 
other bills to pay. He will not, bore you 
when you are busy—he will wait till you 
are ready to have him talk to you. He 
makes low prices, for his low salary and 
small expenses permit him to do so.” 


THe Chesapeake & Ohio Route sends 
out two pieces of literature that are 
entirelv creditable from the standpoint 
of printing, illustrations and matter— 
a general folder describing spring, 
mountain and sea _ shore resorts and a 
booklet upon the Virginia Hot Springs 
at Hot Springs Valley, Va. 


_ THE Chicago Daily News sends out a 
circular in facsimile of a page torn from 
a recent issue of Printers’ INK. A 
marked paragraph regarding the fallacy 
of special positions is marked to empha- 
size the fact that the News neither gives 
away nor sells position, but deals in 
plain publicity. 


No street in the world can boast of so 
many advertisements as Broadway, New 
York. The combined length of the two 
sides of Broadway is 52,800 feet. The 
amount of advertising on the buildings 
and in shop windows is such that it 
would take a man between 8 and 10 days 
of 8 hours to read his way up one side 
and down the other. 


“Tr” is the compact name of a new 
entire-wheat ready-to-eat breakfast food 
made by the Genesee Pure Food Co., 
Le Roy, N. Y. The same company is 
back of Jell-O and Grain-O, which are 
advertised by means of small lithograph- 
ed folders intended for distribution by 
grocers, evidently. The arguments are 
convincing. 


THe Lilly Orchard Company, of 
Bloomington, IIl., sends out three con- 
vincing pamphlets, two of which ad- 
vertise their pecan trees by means of 
descriptive matter relating to their com- 
paratively new farm product and the 
third containing letters of commenda- 
tion from prominent persons who know 
the company’s personale and methods. 


Tue Fifth Avenue Bank, New York, 
issues a handsome folder explaining the 
facilities for handling the accounts of 
women and those who find it convenient 
to bank in the residence distgict near 
Fifth avenue and 44th street. Print- 
ERS’ INK of April 9, 1902, contained 
an article describing. the methods by 
which this bank advertises through book- 
lets and other channels. 


Tue New York Herald’s Christmas 
number will be issued on Sunday, De- 
cember 14 next. This issue will contain 
a fine art colored section of eight pages 
and two fast press colored sections of 
eight pages each; also a magazine section 
of sixteen pages, beautifully printed in 
halftone and one tint, and containing a 
series of highlv entertaining articles ap- 
propriate to Christmastide. 


“Girt Hunts,” a dainty brochure 
built around a dainty idea and sent out 
by S. Kind & Son, Philadelphia, con- 
tains suggestions for gifts in jewelry for 
November, the month’s gem—topaz—be- 
ing symbolized in verse on the cover 
and a dozen pages of fine halftones de- 
voted to scarf pins, brooches, buttons 
and other ornaments especially suited to 
the month. Such gifts are appropriate 
for persons whose birthday falls in No- 
vember. Last year a New York jeweler 
carried out practically the same idea in 
his window, changing the display each 
month to articles set with the seasonable 
gem. 
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THE 
Milwaukee 
Sentinel 


is read by industrious and prosper- 
ous people. It goes into homes 
where economy and. saving are 
practiced—yet not in miserly fash- 
ion, but with intelligent discrimina- 
tion; for The Sentinel is a two- 
cent paper, appealing to persons of 
sense and substance. Milwaukee, 
its home, and Wisconsin, its special 
field, are noted for their conservative 
thrift. ‘The proffer of investments and 
the solicitation of accounts among its 
clientele may best be effected in the 


columns of The Sentinel. 


For rate card and further information apply to the 


Sentinel Company, Milwaukee. 


Managers WILLIAMS @ LAWRENCE 
Foreign Tribune Building, New York. U.S. Express Building, Chicago 
Advertising ( H. B. FRALICK, Western Representative. 

. 
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THE proprietors of Leslie’s Monthly 
assert that during the subscription sea- 
son of 1901-2 they advertised in all the 
leading periodicals, agricultural, relig- 
ious and daily papers. The results ob- 
tained from the use of 503 mediyms in 
the year ending October 1st were care- 
fully tabulated and show in plain figures 
that it was the magazines which brought 
by far the greatest results. 


Pets and Animals, a juvenile nature 
periodical which claims 15,000 circula- 
tion, sends out a booklet describing its 
purpose and make-up in little paragraphs 
of plain, companionable talk that are 
practically certain to hold any busy 
man who picks the booklet up and opens 
at the first page. Fine snap shot half- 
tones of birds and animals illustrated the 
arguments. It is published at Spring- 
field, Ohio. 


CHURCHES are becoming more and 
more aggressive. A. wift & Co., 
printers, Chicago, recently received an 
order for calendars from the Cumber- 
land Presbyterian Church, of Greenville, 
Texas. These calendars will call atten- 


tion to the church service and be dis- 
tributed like any other calendar at the 
height of the coming calendar season. 
They will have a marked advertising 
value through their novelty. 


“Tue Southwest Millions—How to Get 
Them” is a fine little booklet from 
Farm and Ranch, Dallas, Texas. It con- 
tains brief sketches of the men and 
‘women who make this publication what 
it is in the editorial way, together with 
their portraits, a resume of the territory 
covered and the readers who compose its 
clientele, some pointed advertising max- 
ims and a couple of pages of letters 
from advertisers. As for the printing, 
it is enough to say that the brochure was 
designed and executed by the Frank B. 
White Company, Chicago. 


Printers’ INK is indebted to Mr. 
Christian Ackhaw, 806 Chestnut street, 
St. Louis, for specimens of financial ads 
clipped from the dailies of that city. One 
of the chief advertisers appears to be 
the Missouri Trust Company, which 
maintains a woman’s department in 
charge of Mrs. Florence M. Laflin, and 
uses the papers to invite women of St. 
Louis to meet her. Neat illustrated ads 
are also used by the Mississippi Vallev 
Trust Company, St. Louis Union Trust 
Company, Lacon Trust Company and 
Colonial Trust Company. 


Tue Little Schoolmaster passes upon 
all advertising submitted for criticism. 
There has been a disposition on the part 
of some criticized to write urging him 
to enter into further details by corres- 
pondence when criticism has been not al- 
together favorable. The appellants have 
been courteous, usually, and_ sincerely 
anxious to profit by instruction. This 
department is conducted solely for the 
help it will give advertisers and not for 
the fun of saying unkind things. His 
opinion is merely what he believes, and 
nothing more, and he offers it for what 
it is worth to anyone who can profit by 
it. As for entering into correspondence 
about his criticisms, he does not take 
them so seriousPy as to waste time in 
controversy. 


PRINTERS’ INK. 


THe New York Times printed fifty- 
seven columns of advertising on October 
I, 1902.—PRINTERS’ INK. 

re was printed in the Evening 
News upon the same day fifty-six col- 
umns of advertisements. Taking into 
consideration the difference in popula- 
tion between Newark and New York the 
News has no reason to feel ashamed of 
the comparison. And further, it is to 
be said that fifty-six columns of adver- 
tising is rather below than above the 
daily average for this paper. Take the 
record for the present week: On Mon- 
day fifty-three columns were printed; on 
Tuesday, fifty-seven; on Wednesday, 
fifty-eight; on Thursday, fifty-nine, while 
yesterday’s News contained no less than 
105 columns.—Newark News, Oct. 18, 
1902. 

Mr Henry D. Gerprs, 
street, New York, informs the Little 
Schoolmaster that his ‘“Gertia’ silk, a 
fabric designed for neckwear, has been 
placed with a prominent manufacturer 
who will practically control the output 
and registered name. Mr. tdts_ad- 
vertised this silk in the New York 
Trade Review, of which he speaks high- 
ly, following up this publicity with a 
series of six mailing cards sent to eightw 
large manufacturers. The success of 
this novel campaign was pronounced, 
and resulted in placing the brand and 
arousing interest among retailers who 
will handle the cravats made- from it. 
This series of mailing cards is submit- 
ted for criticism, and while it is conspic- 
uous for straightforward business talks 
the print and general mechanical de- 
sign are—bluntly—abominable. 


In the windows of the Cleveland 
Trust Company, Cleveland, Ohio, are dis- 
played photographs of pages from a bank 

ook in which an account has been 
maintained at interest since 1861. These 
aatagreate are excellent eye-catchers, 
and the following little advertismg stor- 
ies, printed on large placards, give read- 
ers the gist of the matter: ‘Some peo- 
ple are skeptical concerning the earning 
power of a dollar—but generally because 
they haven’t given their dollars a fair 
chance. This man made an original de- 
posit of $130. He made other deposits 
for a while until he reached $474.12 and 
then he drew out $450, or all his deposits 
but $24.12. Soon thereafter he deposit- 
ed $294.50, making a net total of 
$318.62. From that time on there were 
no more deposits—nothing but withdraw- 
als—-and interest. The withdraw.!s—not 
counting the $450.00 already mentioned 
—have reached $573.54, or nearly twice 
as much as the net deposit of $312.62, 
and the balance to-day is $1,500. This 
is not an experiment—it is a fixed law of 
figures. Try it yourself—it may make 
you a millionaire. Here is an interest- 
ing story of a man who watched his 
money grow. This man started in with 
a deposit of $130. He made other 
deposits for awhile, but after a few years 
he stopped and did nothing but watch 
his money grow and made withdrawals. 
During the life of the account he has de- 
posited $768.62. He has withdrawn 
$1,023.54, or $254.92 more than he put 
in, yet he now has $1,500 to his credit. 
How did he do it? By the simple laws | 
of compound interest—and you can do | 
the same. Can you afford to neglect it?’)~ 
4 
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PRINTERS’ INK. 











The Ellis Papers 
Do Not Duplicate 
Circulation. . . 


The circulations of our five papers are as distinct and 
separate as if issued by publishers in five parts of the 
country. They go to 


2,050,000 HOMES 


to people that have the advertisement-answering and 
buying-by-mail habit. 


C, E. ELtis COMPANY, CHICAGO, Oct. 28, 1902. 
713 Temple Court Bldg., 
New York, N. Y. 

GENTLEMEN :—It is some time since I had the pleasure of 
looking over your entire plant when I was in New York, and 
have all along intended writing you on the subject. 

I wish to say that after my inspection of your institution and look- 
ing carefully into the manner in which your papers are gotten out 
it only strengthens my belief of the value of your publications. 

Our customers as a general rule are well pleased with results 
received from them and I am only glad to say that my inspection 
of your entire premises more thoroughly convinces me of the 
reliability of your circulation. I was particularly favorably 
impressed with the manner in which you avoid any duplicate 
circulation among any of the four papers and can clearly see that 
they are kept just as separate as though they were published by 
different parties—one in San Francisco and one in Portland, Me. 

You may rest assured that it will be our pleasure to recommend 
your papers wherever possible. Customers of ours who are using 
them need no soliciting for the reason that they come right along. 

Very respectfully, NELSON CHESMAN & Co., 

‘A, A, WILLSON, Manager. 





CIRCULATIONS PROVEN. 





These are the Ellis Papers: 
CIRCULATION RATE PCR LINE 
The Metropolitan and Rural Home, . 500,000 
The Home Monthly, . . . 400,000 1.50 
The Paragon Monthly, . . . . 400,000 1.50 
The Gentlewoman, . . . - .- 400,000 1.50 
Park’s Floral Magazine, . . . . 350,000 1.25 


THE C. E. ELLIS COMPANY, 


713-718 TEMPLE COURT BLOG. 112-114 DEARBORN STREET, 
NEW YORK. CHICAGO, iLL. 
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THE importance of advertising that 
appeals to children can hardly be _over- 
estimated in bank campaigns. Home 
metal ‘banks, school savings funds and 
similar means of teaching youngsters to 
save dimes, nickels and pennies not only 
bring direct returns to the bank, but 
are the ready road to the good will 
of their elders. The man who adver- 
tises a bank ought to think of the child- 
ren first and always. 


Tue Fremont Publishing Company, of 
Fremont, Ohio, publishes a book by A. E. 
Rice, at ten dollars a copy, called ‘*Prac- 
tical Bank Advertising.” It contains 

© pages, and gives a wealth of matter. 

he first department is devoted to a dis- 
cussion of the underlying principles of 
advertising, and to some of the methods 
sometimes employed by banks, such, for 
instance, as the giving “‘pay envelopes” 
to business houses having alargenumber. 
Then follows a department called ‘Tips 
and Topics,” which resembles the pages 
called “Bright Sayings,” which appear 
occasionally in Printers’ INK. hese 
“Tips and Topics” are divided into those 
appropriate for all banks, those useful 
for city banks, savings banks, trust com- 
ponies, safe deposit companies, foreign 

nks and investment companies respec- 
tively. A page is devoted to styles of 
type, another to popular borders, and a 
half dozen to “how to mark and read 
proof.” The remainder of the book is 

iven to oy Xe advertisements, classi- 
ed under the same headings as were 

used under the “Tips and Topics” de- 
partment. To a bank thinking of start- 
ing an advertising campaign, the volume 
will be found useful; and even a pro- 
fessional adwriter may absorb ideas from 
it should he have a bank for a client and 
find himself just on that occasion devoid 
of ideas, 


No special issue of PrinTERs’ INK ever 
sent out has been productive of so much 


genuine interest and hearty co-operation 
as the banking number. ince the first 
announcement the Little Schoolmaster 
has been in daily receipt of specimens 
of bank advertising from all parts of the 
Unitea States, together with information 
concerning methods and other direct aid 
toward the work of compilation. There 
is little disposition among advertisers 
to be secretive sngerdins methods, but 
the willingness, and even anxiety, of ad- 
vertising banks to put information at 
his disposal has been something unique 
even in the Little Schoolmaster’s experi- 
ence of fifteen years. Through this 
aid the banking issue, as it goes into 
the mails to-day, is the most complete 
special number that Printers’ InK has 
ever published. It covers every phase 
of financial advertising, is full of sug- 
gestion, of specimens of actual advertis- 
ing and of indications for future devel- 
opment, and is, in manner and matter, a 
complete treatise upon its subject, con- 
taining data that cannot help but be in- 
strumental in strengthening and foster- 
ing financial publicity. Sincere thanks 
are due not only to the many friends 
who have mailed literature and infor- 
mation, but to the newspaper men, ad- 
vertising men, bank officials and others 
who forwarded the work of gathering in- 
formation in Chicago, Philadelphia, 
Pittsburg and Cleve! 


PRINTERS’ INK. 


Tue thirty-fifth annual catalogue lof 
the S. F. Myers Co., manufacturing and 
wholesale jewelers, 48-50 Maiden ne, 
New York, is a book of 436 pages, bound 
in an attractive cover bearing a d 
in gold and aluminum and notable for 
compact, conveneint arrangement of gn 
extensive stock in many departments, 
The firm owns and publishes the New 
York Jeweler, and its annual cataloguesis 
said to be the oldest and foremost pub- 
lication of its kind in the United Sta 
the complete files for the past third of a 
century forming a veritable history of 
the development of the American jéwel- 
er’s art. A feature in the present vol- 
ume that is worthy of note—and per 
of imitation—is the fly-leaf index at each 
cover, giving instant reference to any 
of the numerous divisions. 


SoME very distinctive newspaper ad- 
vertising has been done during the past 
two years by the Lamberton National 
Bank, of Franklin, Pa. This publcity is 
written by Mr. R. Shannon, 150 Nassau 
street, New York representative of the 
Franklin News and about a dozen other 
dailies in various parts of the countgy, 
and is praiseworthy for convincing chai 
arguments which are varied to a degree 
that makes people read the ads as a 
series. At the outset of the campaign 
stock cuts were used as _ illustration 
but at the beginning of this year s 
drawings were substituted. Fiftes 
inches is used every other day in # 
same position next to a column of g0- 
ciety happenings, which is widely read. 
The bank has no solicitors and uses no 
other form of advertising, but these ads 
have brought as many as 186 new de- 
positors in two months. When the cam- 
paign began, bank advertising was a nov- 
elty in Franklin, and the ads were laugh- 
ed at, but to-day three local banks use 
space in the same medium, besides five 
Pittsburg banks. 


Tue Fleming H. Revell Company, of 
Chicago, sends to booksellers a daily 
mailing card called Revell’s Daily News. 
It is the size of an ordinary postal and 
bears perhaps a hundred words of buti- 
ness talk concerning the company’s pub- 
lications. The subject of clerks and 
their relation to a publisher’s wares was 
given attention recently, and the plan 
outlined for getting into closer touch 
with the people who meet the actual cus 
tomer ought to have considerable inter- 
est for every advertiser whose goods are 
sold through retailers: “It is not difi- 
cult to reach you, Mr. Bookseller, but it 
is difficult to reach your clerks. um 
ing that you are anxious to push the sale 
of our books, we are going to ask that 
you send us the names and home 
dresses of those clerks that would 
most interested in selling books. 
agree that nothing shall be sent to tne 
that does not also go to you by 
same post. Nothing but plain announ 
ments of our publications, reviews 
other comments is to be sent. No pi 
offers; no inducements other than 
value of our books and the fact that 
larger your sales, the larger your p' 
We. simply want to reach the man | 
meets the customer, and tell him 
things about our books, in such a way # 
to encourage him to a larger effort 
such books as you may Carry in 
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Where Silence 
was not Golden 
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THE LOVELAND REPORTER. 


PrinTERS Ink Jonson, LovecanpD, Col., Oct. 25, 1902. 


Dear Sir: Replying to your letter of recent date regarding the purchase 
by us of news ink, we would say that prior to our last order of job inks from 
you we made a deal with an advertising house for a 200-pound barrel of news 
ink of a high quality. As soon as we shall need any more of that quality we 
shall remember you, and in the meantime will order all our job inks from you. 
We have incurred the enmity of some of the ink houses which have heretofore 
supplied us with these grades of ink by buying from you, but as we find that we 
can save fifty per cent and get at the same time a better grade of ink, we believe 
we can best serve the people by serving ourselves. And if we don’t look after 
our purse we know of no one who will—outside the bunco man. 


Yours very truly, W.S. THORNDYKE. 








Mr. Thorndyke was one of my first Western cus- 
tomers, but about five years ago he received a small keg 
of news ink which was not entirely to his liking, and, 
rather than bother me to refund his money, he simply 
stopped buying. Like the prodigal son, he had a hank- 
ering to return, and on August 11 plucked up courage 
to send me an order for job inks, with explanations for 
his long absence. He also promised to give me another 
trial on news ink. Hence my letter to him. I always 
feel pleased when informed of any deficiency in the 
quality of my inks, as it enables me to remedy the diffi- 
culty at once and possibly retain the customer. I have 
no swelled head, and cheerfully refund the money or 
exchange the goods and stand all costs for transporta- 
tion. My whole ambition is to please my patrons. Send 
for a copy of my price list and compare it with what you 
pay for inks on credit. When ordering don’t forget to 
send the money, as I make no exceptions to my rule of 
cash in advance. Address, 








Printers Ink Jonson 
17 Spruce Street, New York 
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The following is reproduced from Printers’ 
Ink . .. x ISSUE OF OCTOBER Ist_2Z—amy 
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ADVERTISING CLASSIFIED preciable suc 
ADS. ald 1s the only 
“Want liners” are highly un- pen nn 
portant im the economy of a daily 
paper Jn fact. they are, in some 
respects, an index to a daily’s 
standing in tts community, for the 
Paper that carries this class of ad- 
verlising in any city of cons 
quence 15 usually very close to the 

















The Philadelphia 


Inquirer 





During the week ending | 
October 18th printed { 


9,308 22 


The number printed in each of the other Phila- 
delphia newspapers during the same period was: 


Record . . . 6i! 
Press . . . 2,170 | TOTALIN INQUIRER . 9,308 


Ledger . . . 2,563 { TOTAL IN ALL OTHERS, 6,828 

North American 1,484 6, 

The Inquirer prints more Want Ads than all the other” 
morning and evening newspapers in Philadelphia’ 


combined. Total Want Ads, 16 647 ih 
| 3 4A 
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all kinds, during the week— 








THE PHILADELPHIA INQUIRER 


1109 MARKET ST., PHILA., PA. 
Nwew Yor« Orrice: CHIcaco OFrFicE: 
TrieuNe B.oa. 


TrisuNe BLOG. 




















